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WITH EACH OF THESE 


VIKO 


A LU MIN U M 


Tested and APProveq 
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Good Housekeeping, 

Go, ° Institute RY 
aousexcepinc MACE 


BUY FROM YOU 


‘The Hardware Dealers’ Magazine” 
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UTENSILS 
PLUS 
New Low 
PRICES 


Here’s your opportunity to 
increase your turnover— 
obtain a real profit- sell 
better aluminum. 

This is the proposition. 
Only two each of the six 
most popular items, and 
you get twelve 250-page 
cook books—to give away 
free with every item. Prices, 
too, are lower—yet you 
make your regular mark- 
up. {nd every piece is 
vuaranteed VIKO ex- 
tra quality aluminum. 
Don’t miss this opportunity 
to PROVE that it pays 
to sell good aluminum. 

Fill-ins available 


ALUMINUM Goons Mere. Co. 
Manitowoc, Wis. 
11so makers of COMET, the Popular Aluminum 
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SUPER WASHERS -: each 
equipped with a ONEMINUTE 


SILENT ENCLOSED GEAR CASE 


One Minute now provides dealers with a new 
sales leverage that will give their washer busi- 
ness added momentum. Enclosed gear assem- 
blies, precision-made and carefully tested, run 
in a bath of oil and assure quiet, dependable, 
smooth operation. Large aluminum bottom 
agitators have full half-turn motion for fast 
safe washing. New floating power motor 
mountings eliminate vibration and provide 
smoother operating efficiency. 


MODEL 150 #4995 






Heres AReal 
LEADER VALUE 


The new One Minute Step-up line includes 
seven quality washers in a retail price range 
which meets every possible need of the pres- 















ent day market and affords dealers an oppor- nce ee 
tunity for profitable sales. Action to Bottom Agitator 
All electric models may be equipped with 
a ae er en, water pumps at slight additional cost. Two 
uring this leader model but models not illustrated, are equipped with 
are selling profit models. Briggs & Stratton gasoline engines for homes 
Model 140 as illustrated is an without electricity. 


outstanding leader value by 
any comparison. Use it to 


increase your sales of profit ONE MINUTE WASHER CO. 
models Room 1, Bergman Bldg. ~~ NEWTON, IOWA 


All Prices Slightly Higher 
West of Rockies 
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Remington, 
WEEKLY@@LETTER 


12 Teams, 90 Individuals 
Remington Kleanbore Used Exclusively 


FIVE SHOTS IN ONE HOLE AT 70 FEET WITH 
KLEANBORE LONG RIFLE HI-SPEED LUBRICATED. 
WITNESSED BY W. R. AMOS, CLEVELAND, OHIO. 
Just read and digest this letter from Mr. W. R. Amos, in charge of 
the sporting goods department, Rocky River Hardware Com- 
pany, Cleveland, Ohio. 
“I thought perhaps you would be interested in hearing of some of 
the matches that were shot this past season in this locality, and 
especially in knowing of the part that Remington Kleanbore 
Ammunition played in every match. : 
“The truth of the matter is Remington Kleanbore Ammunition made a clean sweep of every- 
thing. In the Northern Ohio Revolver League Championship Matches held at the Gray’s 
Armory every winning team and individual used Remington Kleanbore. In the Suburban 
League Police and Civilian Matches held at Battery B Range, Remington Kleanbore was 
used exclusively, there were 12 teams and 90 individual shooters entered in this match. 
“The Rocky River Rifle and Revolver Club are 100 per cent laa Kleanbore as are all the 
leading Clubs in northern Ohio.” 
The situation Mr. Amos describes is not confined to Ohio. Wherever there are shooters, 
whether they shoot rifles, revolvers, or shotguns, most of them prefer Kleanbore. No 
dealer today needs to stock any rifle cartridges or shotgun shells except Kleanbore. 
By concentrating on this—the most popular line—you can do away with miscellaneous 
stocks, reduce your investment and your inventory, increase 
your turnover and your profits. af Playa 228, 
President 








Target Actual Size 


REMINGTON ARMS COMPANY, INC., BRIDGEPORT, CONNECTICUT 
Originators of Kleanbore Ammunition 


MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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TWO finer AUTOMATICS 


FULL SIZE 3% lb. and 6 lb. 800 Watt lrons 












MORE POWERFUL 
UNITS 


MORE SENSITIVE | : , ; 
‘ —the 
TEMPERATURE 4 elaine’ 


CONTROL : — Wrinkle - Proof Round 
a Heel that irons back- 
a = Rene See ie ward as easily as for- 
F. aster Ir Oonting , ward. An exclusive and 
ie. . aN practical feature that 
makes an instant ap- 
peal to women. 


The Trade Mark Known in Every Home 


The UNIVERSAL Adjustable Automatic, the iron with 
features to feature—chromium plated, wrinkle-proof 
round heel, non-skid rest, perfect balance, tapering 
point that irons between pleats, beveled edge all 
around that gets under buttons. An iron that is so 


BACH SEES 96.56 practical and so beautiful that it sells on sight. The 


$700 Automatic Temperature Con- 
2a Pp 
trol maintains an even tem- 
Allowance for Old . . ° e 
Iron perature at which this dial is 
$595 set, giving the exact heat 
——— needed — for rayon, silk, /£ 
Net to Consumer wool, cotton, or linen, a fea- (im 
Subject to usual trade ture that saves labor, saves 
discount from $5.95 time and, best of all, saves 
_ clothing. 











LANDERS, FRARY & CLARK 


f UNIVERSAL} 


NEW BRITAIN, CONNECTICUT 
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~ AVITAL FORCE 


in business recovery— 
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Point No. / This §-point Sales Plan Shows 


in this 8-Point Sales-building Plan... 
House-painter and Architect Demon- ™ 
stration meetings in key markets... h UY, B / 

Photograph shows meeting at Copley- L é ay to etter i} mes 
Plaza Hotel, Boston, May 9, 1933, 
attended by dealers, store-salesmen, 


and leading house-peinters. This com- NCE again Valspar is showing the way. Antici- 
plete Sales Plan includes: : A : : A 
° pating the turn in the business tide, this new 

National window and store display Sales Promotion Plan is going ahead full speed, gath- 

eg , . ering momentum week after week, producing phe- 
2 Store- personalized window dem- ‘ 

onstration service. nomenal results for dealers in all parts of the country. 

Local consumer advertising service . as ° _ 
3 Mesoabanall Hedin Missaauasen. For example, one medium-sized dealer in Penn 
4 Direct-consumer solicitation serv- sylvania trebled his paint and varnish sales in April 

8 ' ; this year as compared to last. Another dealer did 
5 Co-operative educational store- ‘ . ° 

salesmen service. more business in the last three months than in the 
6 Specialized house-paint campaign. previous nine. Make use of this powerful vital force. 
7 House-painter and architect dem- Write for further details. 


onstration meetings. 


on Covpentvem@meel. 1 YWALRENTINE & COMPANY 
Here is by all odds the most power- . 
ful Sales-building program yet offered, 386 Fourth Avenue, New York City 


backed by the most powerful name 
in the paint and varnish industry. 


Write for full details. 
ur . Makers of A | SP AR Finishes 
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| premmpenay deep underground away from the fresh air and 

the sun, facing the ever present dangers of explosions or 
cave-ins ...no wonder the miner thinks that Taking Punishment 
is Part of His Job...no wonder that only men who can stand 
Punishment make good at this gruelling work. 


In mines, throughout industrial plants, and in railroad shops, 
there are jobs which test tools as brutally as they test men. And 
no small part of these punishing jobs must be done by files. 


National advertising is now telling thousands of file users that 
Nicholson Files have the ruggedness to do punishing hard jobs 
ata profit. This advertising will help you sell Nicholson Files 
in an overwhelming majority of the cases where hard, exacting 
work is the rule rather than the exception. 


At your jobber’s. Nicholson File Co., Providence, R. I., U. S. A. 


Aa Pite@ FOR EVERY Peewee ose 
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NICHOLSON 
FILES 
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Demand + A Quality Product 
= PROFIT 


There has been an increasing 
DEMAND for Cyclone ‘Red 
Tag’’ Lawn Fence and Gates. 
This demand will be particu- 
larly noticeable this year when 
so many home owners are im- 
proving their homes and 
properties. More time will be 
spent on the home grounds this 
year, which means that the 
additional effort and its results, 
gardens, lawns, etc., will re- 
guire greater protection. 


Cyclone ‘‘Red Tag’’ Lawn 
Fence, sold only through the 
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STYLE “F’”’ 





Cyclone ‘te%9" 


Reg. U.S. Pat. Of 


LAWN FENCE 


7 7 af 


CYCLONE FENCE COMPANY 


General Offices; Waukegan, Ill. 
BRANCHES IN PRINCIPAL CITIES 


SUBSIDIARY OF omen ag) vars STEEL CORPORATION 
Pacific Coast Division: 


STANDARD FENCE COMPANY 
Oakland, California 


regular hardware trade, has 
been a sales leader for many 
years. It is a QUALITY item, 
you don't have to be afraid of 
complaints and lost customers. 
It is an item which answers the 
demand and which will build up 
your PROFITS. Sell the leader. 


Made of quality materials and 
heavily galvanized to prevent 
corrosion. Gates to match. Sold 
in 100, 150, and 250 foot rolls. 
If your jobber can not supply 


you, write us direct. 























STYLE “L” EXTRA 





CYCLONE 
‘RED TAG” 
BURNER 
BASKET 


A rubbish basket 
and burner in one. 
3 sizes. Also the 
larger ‘‘Catch-All.” 








Highest quality, protected by specially 
strong carton made to fit each roll. 


CYCLE ‘‘RED TAG” 
WIRE SCREEN CLOTH 


Made to match var- 
ious styles Cyclone 
Lawn Fence. Orna- _ }/ 
mental or plain top. 


CYCLONE 
*‘“RED TAG”’ 
GATES 
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Promoting Sales Cooperatively 


Leading manufacturers of Electric 
refrigerators, as listed above, are 
giving generous financial support 
to the Electric Refrigeration Bureau 
which for three years has been an 


important factor in promoting sales. 


Through the national advertising, 
through its field men, through its 
500 local Bureaus, each 
carrying on local sales pro- 
motion, the Electric Re- 
frigeration Bureau is con- 





stantly enlarging the market fot 
electric refrigerators. 


Local Bureaus invite the coopera- 
tion of all electrical refrigerator 
sales outlets. Hardware merchants 
who sell electric refrigerators will 
profit by supporting the efforts of 
the Electric Refrigeration Bureau 
because it offers an eco- 
nomical means of increas- 
ing the local market for all 
electric refrigerators. 


ELECTRIC REFRIGERATION BUREAU 


420 Lexington Avenue 
New York City 
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Why Not Get Yours? 


E. B. GALLAHER 
Editor, Clover Business Service 


] Treasurer, Clover Mfg. Co. 
Many jobbers and dealers are allowing a substantial volume of profitable 
business to slip by under their very eyes—here is the story. 


Fully two-thirds of the total volume of abrasive papers and cloths produced go into 
machine shops and manufacturing plants of all kinds. The remaining third is sold 








through jobbers and dealers over the counter. 


True, a large percentage of this shop trade may be too 
technical to interest the jobber or dealer—but there still 
remains a very large volume of sheet goods and economy 
rolls to be had right now which the hardware merchant 
can get if he goes after it and knows what he is talking 
about. 


The abrasive cloth called for by the machine shop is 
chiefly Aluminous Oxide—we make it both in sheets and 

















rolls. There is a big profit in these goods for the merchant. 


Aluminous Oxide cloths are now being sold direct to the shops by the manufacturers, 
but there is no reason why a large portion of this highly profitable trade should not pass . 
through the hands of the hardware merchant. 








B clover ‘ 
GETS ‘Em! 














If you are interested—and | hope you will be—drop me a line 
and I will tell you how you can get your share. It is worth while. 








Clover Manufacturing Company 
NORWALK, CONN., U. S. A. 


SANDPAPER 
METAL-CUTTING CLOTHS 


CLOVER GRINDING AND LAPPING COMPOUNDS 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 











|Green-Stripe Sandpaper. 





| Red-Stripe Turkish Emery Cloth—for polishing. 
Yellow-Stripe Aluminous “Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 


{Clover Grease-Mixed Grinding Compound. 


|Clover Water-Mixed Valve-Grinding Compound. 


Name 


Address 











Character of business 
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Millions Of Hunters and Shooters... 


Authorities differ as to the number of hunters and 
shooters in the United States, but like must sports- 
men, agree that shot gun and rifle barrels should be 
kept CLEAN to insure best results. 


You can win the trade of hunters and shooters with 
UNION Hardware Shot Gun and Rifle Cleaners. These 
popular cleaners remove all dirt, lead and rust from 
breech to muzzle. Will not injure the finest gun bar- 
rels, Well known, reasonably priced, profitable sellers. 


Send for latest catalog No. 6. It describes our com- 
plete line of Gun Implements—Makes ordering easy. 





«“ 
Your 
HARDWARE COMPANY) josver 
“ is soil 
Reg. U. S. Pat. Off. 
Established 1854 = 


TORRINCTON, CONN. 
New York Office: 151 Chambers St. 


Shot Gun 
and 
Rifle 

Cleaners 


Eureka Shot-Gun Cleaning Rod 


and Implements 


212E 232E 





202E 


212E and wiper 232E. No. 95—Birch wood 


Three-jointed rods, with wool 
swab 202E, wire scratch-brush 


rod, brass tr and impl ts, 10 to 28 
ga. .410 gauge (.36 ga.). Specify ga. wanted. 
Packed one in envelope, one doz. in box. 





Rifle Cleaning Brushes 


SR —" 


Regularly furnished for No. 141B Rod. 

246 Bristle Brush with twisted brass core and 
shank, .22 to .50 caliber. 

246B Brass Wire Brush with twisted core and 
shank, .22 to .50 caliber. 

Packed one dozen in a box. 

Also Brass Rod Revolver Cleaners with Brass 
Wire Brush. 1 doz. in box. 


United States Government 
Cleaner 


ao) 
peers . 


Consists of a bristle brush with detachable cord 
and weight for dropping through barrel, and a 
separate slotted wiper for pulling through a dry 
cloth or for oiling purposes. 

Either Nos. 246 and 246B brushes may be used 
with this cleaner. 

250. For all calibers, .22 to .50. 

Extra cords and wipers. 

Extra brushes. 

Packed cach in canvas bag; one doz. in a box. 
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Zine Insulated Fences . . Steel Fence Posts 

. - American Steel Gates . . Banner Poultry 

Fences . . Protector Poultry Fence . . Union 

Lock Poultry Fence . . Poultry Netting. . 

4 Bale Ties . . Nails. . Staples . . Barbed 
Wire . . Wire of all kinds. 





LEADERSHIP 


POINTS THE STRAIGHTEST PATH TO. PROFIT 


Countless words have been spoken and countless reams written about which fence offers the most 
value, which fence is of superior quality and which fence will sell faster. Vital questions, these, to 
farm and store prosperity. Fortunately, however, the answers are all combined into one word—and 
that word is “Leadership.” The nation-wide preference for American Steel & Wire Company 
Zinc-Insulated Fences and Steel Fence Posts, offers indisputable proof of greater value, superior 
quality and more rapid turnover. Truly—leadership points the straightest path to profit. 


1831 gM oo Be, 1933 















AMERICAN STEEL & WIRE COMPANY 


208 South LaSalle Street, Chicago SUBSIDIARY OF aren QS stares STEEL CORPORATION _Empire ys 7" New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Bidg., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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FEQERAL 


> PUEDE GIFT SET of 
CHIP-PROOF- STAINLESS 
GURRANTEED ENAMELWARE 







©) Lihen that Million Say ‘$-do &%.. 
10 MILLION PEOPLE WILL BUY 


A million new brides for 1933 means 1,000,000 kitchens without a 
single cooking utensil ... AND it means ten million “gift givers” will 
BUY. @ This beautiful new set makes a gift which any woman is proud 
to give or receive .. . Always in good taste, smart, permanent, practical 

WITH EACH GIFT SET DEAL —it greatly reduces the time, toil and trouble of cooking... At our 
sf VE _— ¥ 6 P Yy special retail price of $12.95* your profit is over 50% (Individual pieces 





a as low as 75c retail). @© Remember, newlyweds have money—they 
need kitchen equipment—they are easy to cultivate as PERMANENT 
customers and this new Federal ware is their logical choice ... Write 
for literature .. . TODAY. *Prices slightly higher in the Far South and West. 


FEDERAL ENAMELING & STAMPING CO. 


World's Largest Manufacturer of Enameled Kitchenware 


PITTSBURGH ¢ PENNSYLVANIA 





12 HARDWARE AGE 








I 





© 
6 


Dealer after dealer 
is winning back 
his washing machine 


business with the new 
Model 29 Automatic 


vk 95 


*East 
Formerly priced at $69.50 





of 
Rockies 





A Quarter Century 2 


, .of Progress” 





we 















Model 29 
Automatic 






*Prices higher 


Washer 











West and South 








Has the materials . . . has the construction . . . has 
the features .. . has the appearance .. . has the per- 
formance .. . of a $69.50 value . . . for only $39.95 


Because it was actually built to sell at $69.50, 
a price slash of more than 42% has made it 
this season’s undisputed value leader—the 
season’s selling sensation, as proved by an 
imerease of 203% in Automatic 


ee 
sales for the first four months of 1933 over 
Y the same period last year. Wherever intro- 
duced, Model 29 Automatic has been the 
ta means of helping dealers win back their 
will washing machine business. 
ud . But put one on your floor, and let your customers 
be the judge. They will instantly recognize the value 
ical significance of its costly and up-to-the-minute features. 
Its fine porcelain tub. Its balloon rolls. Its quiet 
our and sturdy transmission, completely enclosed and 
[eg running in oil. Its 44 h.p. standard motor. Its gleam- 
ing beauty, washing performance and dependable 
ley construction. 
NT 


: UTOMATIC 


. WASHERS... IRONERS 
MADE IN NEWTON, IOWA 


7 E JUNE 8, 1933 





The Model 29 Automatic Washer is the price 
leader of a money making line of 7 Washers. 
It can’t be beat for attracting prospects, many 
of whom can easily be stepped up to pur- 
chase other Automatic Washer models at 
$49.95*, $59.95*, $75*, $85*, $100* and 
$130*. Also 6 Automatic Ironers in Attach- 
ment, Portable and Table-styles at $37.50* 
to $94.50*. 


The Automatic franchise offers many exclusive selling 
advantages—a Sensational Service Insurance Policy— 
A 10-year Service Guarantee Bond—A generous ad- 
vertising allowance—A complete line of washers and 
ironers to permit “step-up” selling and more profits. 
Send coupon for complete catalog and dealer price 
list. Distributors wanted in unassigned territory. 


AUTOMATIC WASHER COMPANY 
2202 W. Third St. Newton, Iowa 





Automatic Washer Company, 
2202 W. Third St., Newton, lowa. 


Gentlemen: Please ship..........++++ of your $39.95* 
Model 29 Automatic Washers and send details of your 
complete line and Sales and Advertising Helps. 


Firm Name .........--- 





BABII. 0.6.66-0:6:5.0:6.0.0:0:0:6:5:4.09 806860080868 
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You never had 
a better year 


"Fr SAVABRUSH 


than Thrifty 2b 3B THERE’S A MAN IN THE WHITE 


HOUSE WHO GETS THINGS 
. . . — . ’ 
Things are brightening up—no question! DONE «** SO LET’S BACK 


But while happy days are on the way 
back, remember that thrifty days are still HIM TO A MAN AND PUT DE. 


with us. For instance— PRESSION ON THE RUN « « « 


All the little odd jobs ’round the house 
that called for outside help when times 
were flush now are being done by Mister 
and Missus. And they’re doing them very 
well, thank you! 





Yes — and by the same token, Mr. Dealer, 
you can do very well in supplying these 
aid-to-thrift items. Take Savabrush—have 
you any idea how many caked-up paint 
brushes are huddled away, stiff and use- 
less, in attics and cellars, right in your 
neighborhood? And all you need do is to 
tell Mr. and Mrs. Public that for as little 
as 10 cents these brushes can be made © 
soft, pliable, good-as-new. 


We are telling the thrift-story of Sava- 
brush to the tune of a national advertising 
campaign. Let your cash register sing the 
same tune by stocking up and hooking up! 


Schalk Chemical Company, 357 E. Second St., 
Los Angeles, and 3932 S. Lincoln St., Chicago. 


2t1et wp awk 
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ERE IT IS!...something NEW 


STAINLESS STEEL 
YALE PADLOCK 


. . . . with 5 pin tumblers 





Yale Value wins again! 
mo A L Eo 
This is a vitally important STAINLESS STEEL 


achievement for it enables you PADLOCK No. 753 
to increase your profits by sell- 
ing finer quality padlocks — to 
give your customers REAL se- 


curity at moderate cost. 


The new Yale Padlock No.753 is 
a beauty—yes, and just as strong 
and dependable as it looks. 


The entire lock is housed in a 
case of highest grade Stainless 
Steel. The body of the lock is 
of heavy die-cast metal of high- 


A new, fine qual- 


' : ity lock that you 
est quality. The shackle is of — can sell at $4 25 


, hardened steel, heavily cadmium retail 





plated. and approximately 800 changes 


Dimensions: 1% inch case,shackle under one master key. Shackle 







%2 in diameter with *%46 inch deadlocks 
clearance. There are 5 pin tum- _ both heel and 
blers, 1800 regular key changes _ toe. 
This new YALE PADLOCK is packed 
in % dozen quantities in attention-com- 


pelling display cartons of orange and 
black, each lock individually boxed. 


BIGGER DOLLAR VALUE TO SPEED YOUR SALES OF 
FINER PADLOCKS....AND “THE NAME YALE HELPS THE SALE” 


THE YALE & TOWNE MFG. CO. 


STAMFORD CONNECTICUT, U.S.A. 
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BALL BEARING CASTERS 


| eg home in your city, or town can 


use ACME BALL BEARING CASTERS. 


Here is an item for everybody. And, many 
sets in any home—beds, tables, chairs, dressers, 
vanities. The opportunity is almost unlimited. 
Quick sales. Liberal profits. 


ACMES roll. They roll easily and quietly in any 
direction. Save rugs, floors, carpets and cuss- 
words. 









Roll ’em Yourself i 


Just roll an AcME on the counter, or 
on the palm of your hand. The sale 
quickly follows. Stock acmegs. Sell 
ACMES. 


THE ScHAtTz MANUFACTURING Co. 


POUGHKEEPSIE, N. Y. 


Get Your 
Share of ACME 


Every 
| Hardware 
Merchant 
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AMERICAN SCREWS 


in is a good thing that American 

Screws are not human, otherwise 
they would have needed a “vaca- 
tion” in the ninety-six years they 


have been on the market. 





























This summer when most of us are 
thinking about vacations American 
Screws are still on the job holding 
wooden construction together. 


Summertime like the rest of the 
year will bring a lot of calls to your 
store for American Screws. A few 
cartons of “Handy Packs” (includ- 
ing the 10 most useful sizes in sep- 
arate packages) will help your 
summer sales. 


Get “Handy Packs” from 
your jobber or write to us. 





TIRE 
BOLTS 


MACHINE 
SCREWS 


WOOD 
SCREWS 


STOVE 
BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT, 219 WEST RANDOLPH ST.,"CHICAGO,"ILL. 


Put lt Together With Screws 
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S PRECISION) 


) @in the manufacture of 


=RIVETS eee 


_depends on many factors ... quality- pe 





s deochenanshilee, engineering experi- 









ence... modern equipment and an 
honest desire to offer the finest 
product possible. It is exactly these 
features that guarantee the con-} 
tinuous, unfailing service of our 
i rivets. No wonder they are “approved | 
by the keenest buying brains in the — 











: 


country’! 
















TUBULAR RIVET & STUD ¢O. 








“he Sai 


MORE PROFITS scith she 





WACO LAMPS are manu- 
factured to comply with 
standard specifications for 
incandescent lamps and so 
rated and marked. 


WACO LAMPS are fully guaranteed 
against mechanical defects and are de- 
signed for standard life which is an aver- 
age burning life of 1000 hours. 


WACO LAMPS are subjected to the most 
— rigid tests and inspections 
before being packed for 
shipment. 


BUY WACO LAMPS for 


light, service and economy. 





Write for catalog and full 
details of the WACO 


MERCHANDISING PLAN. 


Wasasn 
APPLIANCE 


€Onrp. 


456-476 JOHNSON AVENUE 
BROOKLYN, N. Y. 
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¢ BOSTON, MASSACHUSETTS 

The largest fac in the world devoted to 

the manufacture of Tubular and Clinch Rivets 2 
=— vr ie Te 
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Stir Up Business 
by Going After It « 


USE OUR ADDRESSING SERVICE FOR YOUR 


DIRECT MAIL SALES EFFORTS 


and assure yourself Maximum Success at Minimum Mailing Cost 


THE REASON WHY? 


Hardware Retailers with 
Names and Addresses Verified and Corrected 


RIGHT UP TO THE MINUTE OF ADDRESSING 


Addressed According to Annual Sales Volume as follows— 


12578 MAJOR HARDWARE RETAILERS whose sales exceed $30,000.00 
annually and who account for more than 80% of all hardware retail 
sales. 


7150 HARDWARE RETAILERS whose sales are between $20,000.00 and 
$30,000.00 annually. 


16106 HARDWARE RETAILERS whose sales are less than $20,000.00 
annually. 


Only our many years daily contact with the hardware trade publishing 
HARDWARE AGE and HARDWARE AGE VERIFIED LIST makes 
possible such An Addressing and Mailing Service Nowhere Else Obtainable. 
We Gladly Make It Available to You at Rates that are Extremely Moderate. 


WRITE FOR PRICES 


SS SSS SSS SS SS SSS SS SSS SS SS SS SS SS SSS RS SS SS SSS eee See Ses es ese sees ses ssessssees, 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 
Kindly advise me your charge for addressing a mailing as checked. 
[} 35834 Hardware Retailers (Complete List). 
(7 12578 Major Hardware Retailers whose sales exceed $30,000.00 Annually. 
[7 7150 Hardware Retailers—sales $20,000.00 to $30,000.00 Annually. 
[] 16106 Hardware Retailers—sales less than $20,000.00 Annually. 
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STANLEY 


HINGEWARE 


®) 


NEW BRITAIN, CONN. 


HAND TOOLS 
: 











MMe eC) 


DEVLIN 


To produce good fittings 
Yate Mallele) (een uirliciareleae dare 
methods used must be 
right. The men who make 
them must know their 
business. 


Winn 
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the finest materials- 
most exacting tests/ 


THOMAS DEVLIN MFG.CO. 
BURLINGTON, N.J. 


Devlin has studied your 
problems and builds every 
piece to most exacting spec- 
ifications. All fittings are 
thoroughly tested, cleaned 
and inspected before 
leaving our plant 
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WINDOW DISPLAY OF L. L. PEAVEY COMPANY 


ee eh es 





It Repaid Small Effort with Sales 


IKE all progressive hardware dealers, the L. L. Peavey 

Company, Newburyport, Mass., places a high value on its 

windows as advertising media. The Company’s displays have 
got to produce. 


The window display shown above did produce. Mr. Jaques, 
President of the L. L. Peavey Company, writes—With the aid 
of the sales helps you sent us, it required small effort to make 
an attractive rope display that compelled much attention ... 
brought inquiries which were turned into sales.” 





A few of the many hardware These same sales helps are free to you, as they were to the 
items regularly sold in conjune- L. L. Peavey Company. And with them, you, too, can easily 
tion with rope: either the year create displays which will sell not only Plymouth Ship Brand 
round or at special seasons— Manila Rope but also other items which you carry in stock. 
HAY TOOLS . A 
PULLEY BLOCKS It will pay you to ask us for full details about the help 
HOISTS we can give you in making sales producing window displays. 
STUMP PULLERS 
FLAG POLES PLYMOUTH CORDAGE COMPANY 
BUOYS North Plymouth, Mass., and Welland, Canada 
WIRE STRETCHERS 
WELL WHEELS SALES BRANCHES 
ANCHORS New York Chicago Boston Baltimore New Orleans San Francisco 


CLOTHES DRYERS 


= PLYMOUTH 


¢ SHIP BRAND MANILA ROPE e 
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1. LONGER LIFE 


Contains at least 30° more asphalt to combat the elements. 

















MORE FLEXIBILITY 


Moulds easily around angles and corners without breaking. 


GREATER STRENGTH 


Resists tear and puncturing to unbelievable degree. 


FIRMER NAIL GRIP 


Clings to nails under wind pressure without breaking or cracking. 



































— the public demands extra roofing values. When price must be 

cut to give that extra value, everybody loses. When you can demon- 
strate the exclusive features of Solka, then price takes a holiday and 
profitable selling starts again. 


No wonder alert dealers have been quick to welcome Solka in their 
favorite brands of Asphalt Roofings. They know that this improved 
roofing base answers the urgent need for distinctive sales advantages 
which go hand in hand with profits. 


But, Solka has gone further than just supplying a superior base for 
manufacturers of Asphalt Roofings. It also has a proved demonstration 
plan that steps up sales wherever it is used. Write for this money-making 
project. It’s free to those dealers who wish to convert their worst compe- 
tition into profit. 


The following roofing manufacturers list 
Solka Base Roofings in their price schedules: 


The Philip Carey Company 
MecHenry-Millhouse Mig. Co. 
The Weaver-Wall Company 

















WHAT IS SOLKA? 


Solka is highly purified 
cellulose fibres, the same 
remarkable ingredient as 
used in manufacturing tex- 
tiles, shoes, roofing, and a 
host of products that must 
resist wear or deterioration 
from age or exposure. Solka 
fibres have tremendous 
strength, flexibility and 
toughness and yet are so ab- 
sorbent that they are pre- 
ferred for use in the manu- 
facture of products which 
require the maximum im- 
pregnation. Solka fibres 
when felted together as a 
base for Asphalt Roofings 
are permitted to carry the 
inspection label of the 
Underwriter’s Laboratories. 


SOLKA om 


BASE 














Brown Company Name of Company 





Portland, Maine ; 
Please send me full particulars about your Solka dem- 





onstration plan that steps up sales. Check below if you 
desire free testing samples of Solka Base Roofings and 
descriptive literature. 


Name‘of Individual 


Be 
Ba ea 2 





Se 0 RG + hoe 
| @Gity.:.: 


Samples Desired Fj Literature Desired Dial ae ae 


State...:. 
sage “* ge 


vee 


You ean profitably fight roofing 
Competition with these EXCLUSIVE 
SOLKA FEATURES . 
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Horton No. 1 DeLuxe, finest washer in 
Horton’s 62 years’ experience — leader in a 
line which includes two other electric and one 
gasoline powered washer. 





A GOOD NAME FOR 62 YEARSI 





| HORTON MANUFACTURING CO., 601 Fry Street 
Fort Wayne, Indiana 
| Gentlemen: Without obligation to us please send further 
information about the Horton Auto-Safe Wringer and the 
| profit opportunity with Horton washers. 
t ® _ 
Street oil 


* * THE STRONGEST 
SALES APPEAL SINCE 
HORTON BUILT « * « 
America’s First Washer 


Dramatic in demonstration... compelling 
in interest...the mew Horton Auto-Safe 
wringer opens a broad new avenue to more 
sales... quicker sales... at a better profit. 


This automatic safety is a fact—not a claim. 
You can put your hand between the mov- 
ing rolls of the Horton Auto-Safe to prove 
it! Radically new and improved appear- 
ance... better pressure cleansing ... unfail- 
ing dependability...are combined with 
Automatic Safety in this sales - winning 
development. 

Again Horton pioneers—adds anotHer 
“first” to an impressive record: the first 
of all mechanical washers... first with 
sealed mechanism... first porcelain tub... 
first with floating power...and other 
vital improvements. 


The new line of Horton washers meets 
every need of the market — embodies the 
exceptional values on which the Horton 
reputation for quality has been built. 


Send the coupon, or 
write, now. Get the full 
story of profit oppor- 
tunities with the com- 
plete newHorton line. 





Looking down into the 
Horton Auto-Sate 
Wringer (top raised). 
Note the exclusive four- 
roll construction.Safety 
release operates auto- 
matically to prevent in- 
jury or damage. 
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With Which is Combined 
Goop HARDWARE 


GEORGE H. GRIFFITHS 
General Manager 


CHARLES J. HEALE, Editor 


J. A. WARREN J. M. WITTEN 
Associate Editors 


L. W. MOFFETT 
Washington Representative 


ADVERTISING REPRESENTATIVES 


New Yorx: 
H. G. BLopGert, 239 West 39th St. 
BosTON: 
Onauncey F. EnGtisH, 140 Federal St. 
CLEVELAND: 
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a V. Row tanps, 802 Otis Bldg. 
San Francisco, CAL. : 

R. J. Biren, 155 Sansome St. 
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R. J. Biren, 846 So. Broadway. 


Fritz J. FRANK, Pres. 
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The Hardware Dealers Magazine 
PUBLISHED EVERY OTHER THURSDAY 


EDITORIAL CONTENTS of THIS ISSUE 


June 8, 1933 
Editorial 
Hardware Curiosities 
The Industrial Control Bill, by L. W. Moffett 
Wass Cas Beem Bete Te... cc cc cece ccc eens: 
The New Era in Competition, by Saunders Norvell 
Memphis Convention Report 


Approaching the Holidays with Advertising, by J. A. Warren 


Slow Paying Customers Cause Greatest Credit Losses, 


by W. R. Kendall . .. 
Just Among Ourselves, by Charles J. Heale 

Show Them How to Fish, by Charles I. Crawford 
How’s the Hardware Business? and Business Highlights 


News of the Trade 


What’s New 


IRON AGE PUBLISHING CO., INC. 
Greorce H. Grirritus, Secretary 


Publication Offices: N. W. Cor. 56th and Chestnut Sts., Philadelphia, Pa. 
Executive Offices: 239 West 39th Street, New York, N. Y. 


SUBSCRIPTION PRICB—United States, its possessions: 


Member Audit Bureau of Circulations 


Foreign countries not taking domestic rates, 1 year, $2.50; Single copies, 15c¢ each. 


04 


60 


68 


One year. $1.00. Merico. Central America, South America. Spain and its colonies: One vear $2.50. Canada $2.50. 


ANNOUNCES 


final step in 


NEW SALES PLAN 





Distribution through wholesalers now in effect, completing the 1933 program that 


points way to more sales and profits on thermometers and weather instruments. 


THREE IMPORTANT STEPS have been taken by Taylor Instrument Companies this 
year to serve the hardware trade and help retailers make money: 


Step No. I—NEWLY DESIGNED INSTRUMENTS. The whole Taylor line has been 
re-designed to be thoroughly modern in appearance. Accurate Taylor thermometers 
are now available in a range of popular prices and designs. New instruments have 
been added to meet today’s demand. 


Step No. 2—MOST INTENSIVE ADVERTISING CAMPAIGN ever run by any 
manufacturer in this industry. Since January, Taylor advertising has been appearing 
in a group of national magazines headed by the Saturday Evening Post. This cam- 
paign will reach 11,000,000 homes in 1933. 


AND NOW- step No. 3—DISTRIBUTION OF TAYLOR LINE TO THE RE- 
TAIL HARDWARE MERCHANT THROUGH HARDWARE WHOLESALERS ONLY. 


HIS FINAL STEP means that only ad- 
vertising and promotional effort will 

be continued by Taylor. Arrangements 
have been or are being made with whole- 
sale hardware merchants inevery strategic 
spot in the country to supply the retailer’s 
need for Taylor Thermometers and weath- 
erinstruments. Yourorders should be sent 
to them from now on. Names of the 
wholesalers handling the Taylor Line in 
your vicinity will be supplied on request. 
With this important change we believe 
we are doing the best thing to help the 
whole hardware trade today and to further 
the sale of Taylor products so that everyone 
concerned can enjoy a legitimate profit. 


24 


We hope that the steps outlined above 
will bring your sincere and whole-hearted 
support. We ask that you continue to co- 
operate with us through the wholesalers, 
who can serve you more advantageously 
and more economically. By carrying out 
a planned advertising campaign over a 


INSTRUMENTS 


IN INDUSTRY, other types for indicating, recording 
and controlling temperature, pressure and humidity. 


period of years to build a greater con- 
sumer demand for Taylor thermometers 
and weather instruments, and by supplying 
you with needed sales helps and promo- 
tional material, Taylor Instrument Com- 
panies will do its share in helping to in- 
crease your sales volume now and in the 
future. 


See New Catalog for new line 


The new Taylor Catalog fully illustrates 
and describes the new line and other in- 
struments. If you have not received a copy, 
or if you desire extra copies, let us supply 
you quickly. Write to Taylor Instrument 
Companies, Rochester, N. Y. 
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N EW S— no: Publicity 


By CHARLES J. HEALE 
Editor Hardwage Age 


T has been very interesting to study the widely separated opinions 
of readers who have commented on the articles by E. B. Gallaher 
and Seth Marshall and the stories giving operating details of the 

cooperative wholesaler-retailer efforts of two western hardware jobbers. 
(See H. A. April 13 and 27 and May 11 and 25). Both compliments and 
criticisms have come from each of the three factors of hardware distri- 
bution—the retailer, the wholesaler and the manufacturer. A united 
front is not found in any of these three groups. Opinions vary from 
embarrassing applause to strong condemnation. On one hand, we are 
hailed for outstanding, courageous leadership and credited with awaken- 
ing the hardware industry to “a new deal” of opportunity and profits. 
Against that, there are charges of favoritism, destructive thinking, and 
even malice. Naturally, we are glad to state that approval outnumbers 
disapproval about three to one. 


Whatever else a reader may think about the opinions of the authors 
and about the wholesaler-retailer cooperative activities mentioned 
above, it must be recognized that these opinions and activities are vital 
current trade news. If only for that reason, these articles merit publica- 
tion. In fact, to have ignored this situation, to have failed to chronicle 
impartially these opinions and activities because of their highly controver- 
sial nature would have been a reprehensible dereliction of our duty and 
obligation as publishers of a hardware magazine. The subject could not 
be ignored. It had to be brought to light if only for dissection. 


For many years, retailers have clamored for price parity. Their 
pleas fell on deaf ears until the lid of the boiling pot was lifted by 
Chas E. Bradley of Blue Mound, Ill. This merchant led the price study 
movement by his appeal to the N.R.H.A. Congress at West Baden, Ind., 
exactly one year ago. The findings of the N.R.H.A. Price Committee’s 
study are now well known. These were reported to each state retail 
hardware convention during the recent 1933 convention season. I, 
personally, heard this report given several times and know how vitally 
interested the retail hardware merchants of this country are in this 
subject. I also know that this matter cannot be summarily dismissed but 
must have the widest open forum discussion that some solution may 
be developed. It is futile to hope that silence will cure the competitive 


situation, or that dodging the issue long enough will quiet that increasing * 


(Continued on next page) 
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insistent rumble of discontent and dis- 
couragement which has been heard 
so generally wherever retailers gath- 
er. Like all life and all businesses, the 
hardware industry is in a state of flux. 
Conditions and practices, which have 
been traditionally typical of our in- 
dustry, whether good or bad, are sub- 
ject to change. Neither this publica- 
tion nor the industry it serves can af- 
ford to overlook any single detail of 
changed habits, changed practices and 
changed viewpoints. 

Time will test the soundness of the 
doctrines offered by Messrs. Gallaher 
and Marshall. If they are proven to 
be right, they will be followed as lead- 
ers. Should they be wrong, or even 
partially wrong, they have at least 
contributed generously and fearlessly 
of their time and talents, and the in- 
dustry will have been well served if 
only for the experiences, so gained. 
Certainly their sincerity has never 
been questioned by fair-minded per- 
sons, even among those who oppose 
their views. If only as experiments, 
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the wholesaler-retailer cooperative 
activities outlined in recent issues 
mark an important distribution de- 
velopment of the present era. If they 
be sound and permanently practical 
methods, they will be widely adopted. 
And if not, they must be discontinued, 
or their sponsors will fail with them. 
But surely such efforts deserve the au- 
dible hearing they have been given. 
These opinions and these activities 
are a definite part of today’s hard- 
ware business and represent honest 
efforts to improve the business. 

It is in this spirit that HARDWARE 
Ace has brought the subject out in the 
open, for the lasting benefits which 
may be developed. Some of the criti- 
cism leveled against us is grossly un- 
fair. Taken collectively, these adverse 
comments do not represent a common 
objective in their protest. They con- 
tradict on almost every phase of the 
subject. The few retailers who are 
anything less than enthusiastic about 
our efforts complain that we are 
stifling their chances of buying direct 
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from manufacturers and are forcing 
them to buy through jobbers. Whole- 
salers protest that we are encouraging 
direct buying and hurting the jobber’s 
position in hardware distribution. 
Some retailers say we are pushing 
them under the heel of jobber control, 
while jobbers say we are luring deal- 
ers away from them. The inconsis- 
tency of such complaints is a clear in- 
dication that open discussion of the 
entire problem is necessary. 

Some manufacturers consider this 
editorial effort as inimical to the sale 
of quality merchandise and believe 
we are encouraging preference for 
shoddy, cheap goods on which no 
one makes any profit. 

There need be no question about 
our stand on the distribution of hard- 
ware. The principles of the HARDWARE 
AGE PLATFORM clearly state our 
premises on all of these points. We 
have not swerved from these p.in- 
ciples, nor will we. The HaRDWARE 
AGE PLATFORM is published with 
this message. We urge a careful read- 
ing of it, believing that it will clear 
up any misinterpretations of our edi- 
torial efforts. 

A few wholesalers believe we are 
giving undue publicity to the cooper- 
ative efforts of two particular whole- 
salers, indicating our belief that only 
these two firms are doing anything 
to help the retailer. Such is far from 
the truth of the matter. The activities 
of these two wholesale houses were 
the subject of much unidentified con- 
vention discussion and needed to be 
given the complete explanation Harp- 
waRE AGE has gladly afforded, not 
as publicity for these firms but as in- 
formation for the industry as a whole. 

Our future editorial plans include 
equally as complete and prominent 
articles on the methods of other 
wholesalers, who in our judgment 
after investigation, are likewise func- 
tioning in behalf of their retailer-cus- 
tomers, helping them to meet today’s 
competitive situation. These articles 
will appear in the order they become 
available. Here and now, HARDWARE 
AGE invites every wholesale hardware 
firm in this country to tell us for pub- 
lication just how it is helping re- 
tailers stay in business profitably. 

(The HARDWARE AGE PLAT- 
FORM appears on this page. Please 
read it and study the principles it em- 
bodies, for these are the principles 
which HARDWARE AGE follows 
editorially.) 
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Copies of this page for placing in your windows are available upon request from Hardware Age. 








Industrial Control Bill Permits Price | 


Suspends Anti-Trust Laws .. 


Roosevelt’s Industrial Control 

bill was urged in the House of 
Representatives by Representative 
M. Clyde Kelly of Pennsylvania as a 
means of permitting fixing of resale 
retail prices. The bill, said Mr. 
Kelly, will put renewed courage and 
confidence into the hearts of 15,500,- 
000 independent merchants. 

“They have faced destructive com- 
petition and unfair practices on the 
part of great chain organizations, 
which have attained semi-monopo- 
listic power,” he declared. “More 
than 120,000 wholesale establish- 
ments will have a fairer chance to 
serve the public welfare by perform- 
ing their necessary function in dis- 
tribution under a square deal policy. 

“When the Supreme Court in 1911 
put the resale price agreement under 
the ban of the Sherman anti-trust law, 
it unwittingly struck a deadly blow 
against the independent retailer. 
From that day to this I have urged 
the recall of that judicial decision 
and the restoration of the right to 
fair contract universally admitted 
previous to that time. 


he support of President 


The Independent’s Chance 


“This bill gives the independent 
retailer his chance to come within 
the code of fair competition. His in- 
dustry, one of the greatest in the 
nation, cannot be forgotten if we are 
to build on the solid foundation of 
fair trade. It is not forgotten, for 
under the wise provisions written in 
this bill, the business men, who are 
the foundation of every local com- 
munity in the land, will have their 
fair chance to protect themselves 
against cutthroat tactics in merchan- 
dising.” 
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Representative Kelly Urges Strong Support of 
Administration Measure Which He States Will 
Put Renewed Courage and Confidence Into the 
Hearts of 1514 Million Independent Merchants. 
Says Sherman Law, Which Will Be Suspended 
Under Proposed Measure, Unwittingly Struck 
Deadly Blow Against Independent Retailers and 
Permitted Uncontrolled Chain Store Growth 


by L. W. MOFFETT 
Washington Representativesof HARDWARE AGE 


Representative Kelly took a prom- 
inent part in assisting drafters of the 
bill, which was introduced by Sen- 
ator Robert F. Wagner of New York. 
Included in those cooperating in the 
framing of the bill, urged by Presi- 
dent Roosevelt, were cabinet officials, 
industrialists, organized labor lead- 
ers and others. The Industrial Con- 
trol bill, as it is called, has three 
sections. The first, extremely revolu- 
tionary in its change from the tradi- 
tional individualistic economic sys- 
tem upon which American business 
was built, provides for federal con- 
trol of industry, from the smallest 
to the largest. President Roosevelt 
refers to it as government and busi- 
ness in partnership. The second sec- 
tion appropriates $3,300,000,000 for 
a public works program. The third 
section provides for taxation to raise 
$220,000,000 annually for the pur- 
pose of paying interest on and amor- 
tizing the appropriation. 

Because the Industrial Control pro- 


visions would permit of resale price © 


maintenance, Representative Kelly 
and Senator Capper of Kansas, who 
have long and persistently fought for 
this principle in retailing, have fore- 





gone their recent bill designed to at- 
tain this end. Their measure would 
have given immunity to manufac- 
turers fixing resale prices of standard 
products distributed through retail- 
ers. 

The extremely sweeping Indus- 
trial Control bill also suspends all 
anti-trust laws and permits business 
and industry to prepare codes of fair 
practices to be submitted through 
trade associations. These associations 
must be truly representative of the 
business or industry they appear for. 
The bill provides that the codes shall 
be submitted to the President. Ac- 
tually, of course, they would be sub- 
mitted to the administrator of the 
measure, General Hugh Johnston, 
associated during the war with Ber- 
nard Baruch when the later was head 
of the War Industries Board. 


Mr. Hahn Speaks 


Some efforts were made to prevent 
the fixing of resale prices. Speaking 
as President of the National Retail 
Dry Goods Association, Lew Hahn 
urged the House Committee on Ways 
and Means, which held the original 
hearings on the measure, to accept 





HARDWARE AGE 








rice Maintenance and 


| of 
Vill 
the 
nts. 
led 


uck 


ind 


= 


9 at- 
ould 
ifac- 
lard 


tail- 


dus- 
all 
ness 
fair 
ugh 
ions 
the 
for. 
1all 
Ac- 
ub- 
the 
on, 
er- 


sad 


ent 
ing 
ail 
hn 
ys 
al 
pt 


,E 


srg mag y 


an amendment under the “Codes of 
Fair Competition” section of the In- 
dustrial Control bill which would 
provide that the codes would not af- 
fect or “control the interests of those 
engaged in subsequent steps of the 
economic process without their ap- 
proval.” 

It was the idea of Mr. Hahn that 
the codes should be limited to con- 
trol of manufacture only, and not 
go beyond in the system of distribu- 
tion. 

“In other words, you do not want 
the manufacturer to control your re- 
tail business without your approv- 
al?” inquired Representative Shall- 
enberger. 

“That is it,” replied Mr. Hahn. 

Representative McClintic suggested 
that retailers opposing the plan ob- 
jected to by Mr. Hahn would be pro- 
tected by a section which permits 
hearings before codes are approved 
by the government. Mr. Hahn, while 
not denying this is true, explained 
that “speed is the order of the day” 
and that “if it were to decide to call 
the various factors, all the way down 
the line, including wholesalers, re- 
tailers, manufacturers, etc., together, 
so that all of them might be inte- 
grated, it would require considerable 
time.” 

The bill is proposed as an emer- 
gency measure, to stimulate indus- 
try, and to establish fair practices in 
business, fix minimum wages and 
hours of labor. One distinct purpose 
is to drive out the sweatshops which 
have spread throughout the country 
by unscrupulous employers, taking 
advantage of the unemployment sit- 
uation to grind workers down to 
wages hardly on a par with those 
paid the coolie. 

It is partly because of this com- 
mendable drive by the President that 
the bill has received much public ap- 
proval. It is also true it is precisely 
the kind of legislation that was to be 
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“ 


This Bill will make Uncle Sam 
the new traffic officer of Amer- 
ican business. 


expected in view of the remarkable 
turn of distressed business and in- 
dustry to Washington for aid. Busi- 
ness and industry especially sought 
suspension or repeal of the anti- 
trust laws, and has received that, and 
more. It has seen introduced what 
is undoubtedly the most far-reaching 
piece of economic legislation ever 
presented to the Congress of the 
United States. That view is almost 
unanimous, shared by both those 
who are strongly in favor of it and 
those as strongly opposed to it. 
Yet business and industry, urging 
passage of the measure, express the 
utmost confidence that the President 
will wisely exercise his power. They 
are convinced he will cooperate, as 
he has said he will, to restore busi- 






ness and industry to sound standards 
of conduct, driving out the price cut- 
ter, destroying the miserable sweat- 
shop, shortening the hours for labor 
and giving to labor the right of col- 
lective bargaining through its own 
representatives, and likewise giving 
to labor the right to reject the com- 
pany union. 


Must Go Along 


If any section of business or in- 
dustry does not see fit to go along 
with codes of fair practices, such 
business can be absolutely obliter- 
ated by means of the licensing sys- 
tem provided in the bill. Refusal of 
a license, resting entirely in the 
hands of the President, would auto- 
matically destroy those who would 
not play ball with the majority in 
an industry who through their trade 
associations have submitted and had 
approved codes of fair practices. 

At no point does the bill mention 
prices, yet it is conceded by its clos- 
est students, including those who 
shared in its preparation, that it not 
only would permit determination of 
prices, but would permit control of 
production, allocation of orders and 
other fundamentals so vital to busi- 
ness. By some it is a question as 
to whether such broad activities will 
be granted in codes, though it is diffi- 
cult to see how they can be omitted 
if their prices are to be assured, if 
production is to be held within the 
limits of demand, if wages are to be 
increased, as is distinctly proposed 
by the administration. 

The bill, in the view of its sup- 
porters, will pass the Senate shortly 
and be readily signed by the Presi- 
dent. Should its operation prove 
satisfactory to business and industry 
and the government, many think it 
will become a permanent piece of 
economic legislation, establishing an 
extremely wide departure from the 
present privately operated economic 
system. The bill is proposed for a 
two-year period, though the Presi- 
dent may curtail the period at any 
time he sees fit. 

Codes literally by the thousand al- 
ready are being prepared by all sec- 
tions of business ready for submis- 
sion upon passage of the bill. For 
it is assumed it will be passed. 
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paint window on opposite page. 


Tine set of HARDWARE AGE built in the same manner as those 
interchangeable display _ fix- of Series A, published previously 
tures will be referred to here- and on which a large number of 
after as Series B. They may be reprints have been made. 


O’Dea Hardware & Paint Co., Des Moines, lowa. W. A. Broquist, Manager. 
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Cas Service 
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PER MONTH 





Series B of the Hardware Age Interchangeable Window Display Fixtures. Note how some of these units are used in the 


You Can Make These Units 


The framework of each unit 
should be made of pine lumber 


314 x ¥ in. 


Each unit should be 


braced inside with additional cross- 
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A Garden Equipment by Nat 
Wylie, Steele Hardware Co., 
Wichita, Kansas. 


pieces, according to the weight of 
merchandise to be placed upon it. 
Units E, F, I, J, are completed with 
bendable wall board. All the units 
should be built in complete box 
form and finished on all sides so 
they will be substantial in their con- 
struction. 

As will be noted from the illustra- 
tions showing the arrangement of 
these units (paint window) dupli- 
cates will be necessary in some 
cases. The steps in the arrangement 
below are duplicates as are the units 
“I” in the center between the steps. 
This arrangement uses the units I, 
A, E, and G. (See opposite page.) 

The tool window uses the units 
from Series A, previously explained, 
but made in the same manner. 

Keep this article for reference in 
building the window display fixtures. 
Each issue of Harpware ACE will 
contain new arrangements of these 
units and the display of merchandise 
best suited to them. 


Arrangement of Series B Units 
used in Paint Window, right. 
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Last month Maytag dealers received in 
their own trade areas, this newspaper 
advertisement announcing a new low 
priced Maytag and sensational price re- 


ductions on all models. 


Maytag’s intensive advertising of these 
new low prices is making faster and 
easier sales. Proof is in the fact that 


April shipments of Maytag washers were 
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%* THIS FIGURE REPRESENTS THE TOTAL CIRCULATION OF NEWSPAPERS CARRYING THIS MAYTAG ADVERTISEMENT IN MAY 
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the greatest in almost two years...May 


exceeding April by over 30%. 


With the liberal margin allowed 
Maytag dealers, this means unparalleled 
opportunity for profit. NOW is the 
time for action. Write, wire, phone or 


mail the coupon. 


THE MAYTAG COMPANY 
FOUNDED 1893 « NEWTON, IOWA 
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DUCTION 


ON ALL MODELS 


Never before have you been offered Maytag quality at such sen- . 









sationally low prices. Never before has such an opportunity been 
offered you to give your budget the benefit of Maytag economy 
with such a small initial investment. @ Come in today and 


learn what a small down payment will put a Maytag in your home. 


THE MAYTAG COMPANY, '°un;"? Ney 
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A New Era in Competition 


(Acknowledgment is made to Wm. J. 
Matthews, Attorney of Chicago, Ill., for 
much of the legal matter used in this arti- 
cle.) 


ISTORY has been made in 
the past two months. Never 
before have we seen such 

smashing of precedents. The speed 
with which some things are being 
done makes many conservative peo- 
ple tremble. What will happen next? 
What will result from these revolu- 
tionary things that are being done? 
There is one consolation, and that is 
no matter what happens most of us 
could not be any worse off than we 
have been. Like the man down on 
his back the only way we can look 
is up. In this article we wish to dis- 
cuss some of the recent changes in 
ideas in regard to the Sherman Law 
and the Clayton Act. 

The absurdities of the interpreta- 
tion of these acts have been apparent 
for a long time to those who have 
had dealings with the government 
and the Federal Trade Commission. 
Casting aside legal verbiage here are 
some of the absurd interpretations of 
the Sherman Law. 

A manufacturer has the right to 
select his own customer. In carry- 
ing out this right if he has a cus- 
tomer that he desires to discontinue 
selling, he has a right to notify this 
customer he will quit selling him. 
He has a right to do this either for 
a reason, or for no reason whatever. 
In other words, no consumer or 
dealer can compel anyone to sell 
him. If a consumer, for instance, 
should come into a retail store and if 
this retail store should be loaded 
down with a certain article, and if 
this consumer asks for the article 
the retail merchant would have the 
right to decline to supply this article 
to the consumer and not give any 
reason for his decision. The goods 
belong to the dealer and he can do 
what he pleases with them. 

If, however, two manufacturers or 
two dealers should get together, talk 
over the matter and agree that they 
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would not sell a third party then 
this is a conspiracy. It is against 
the law. The manufacturer has the 
right to go to a jobber, for instance, 
and say this is my suggested resale 
price, I have made up my mind only 
to sell to dealers who will maintain 
this resale price. Then if this job- 
ber afterwards cuts the price of this 
manufacturer the manufacturer has 
the right, and can discontinue filling 
any future orders for this jobber. 
However, he has no control whatever 
over the goods already bought by 
and delivered to this jobber. All he 
can do is to decline to fill the next 
order this jobber should send. If 
a manufacturer should attempt to 
make a jobber agree to maintain his 
resale price, upon the threat if he 
did not do so the manufacturer 
wouldn’t take his order, then this is 
illegal. 

The formula that has been worked 
out of the Sherman Law has been 
that it takes two or more to make a 
conspiracy. One man doing what he 
pleases in the selling of his own 
goods cannot be a conspirator and 
cannot be attacked under the Sher- 
man Law. All of this has been 
written many times before, but judg- 
ing by the correspondence that comes 
to our desk there are a large number 
of dealers who do not understand the 
peculiar workings of this law. 

Recently in Printers’ Ink there was 
a very interesting article stating why 
that publication was opposed to the 
Federal Trade Commission. One of 
the reasons given was that the Fed- 
eral Trade Commission can start an 
investigation, they can subpoena 
witnesses under oath, and all of this 
evidence in regard to the inside and 
confidential working of an industry 
can be placed on the record. Then 
these records may be offered for sale 
by the proprietors of the steno- 
graphic companies who have taken 
down the record. The record is sold 
so much for the lot. The Federal 
Trade Commission allows this to be 
done regardless of the fact that they 


have come to no decision in the case. 
In other words, when one of these 
cases is brought against a merchant 
the fact that he is accused is broad- 
cast, all of the confidential records 
of his business are examined into 
and put in the record. All of this 
matter may be made public to his 
competitors and the public in gen- 
eral. Then this merchant may be 
found innocent and the case may be 
dropped, but there is no redress 
whatever for him for the harm that 
may have been done to his business 
by this publicity. 

Suppose, for instance, in your own 
business, some case should be 
brought against you upon the com- 
plaint, possibly of a competitor. The 
names of the complainants to the 
Federal Trade Commission are never 
divulged. Instead of being faced by 
your accusers you are politely told 
that the Federal Trade Commission 
does not work that way. Now sup- 
pose the Federal Trade Commission 
asked you to supply them with a list 
of all of your customers, the amount 
of their purchases, just what they 
have bought and just how they have 
paid; in fact, all of the inside cor- 
respondence and confidential infor- 
mation about your business. You 
are required by law to supply this 
information. Then this competitor, 
who probably made the complaint, 
can buy the record of your business 
and use this record for his own pur- 
poses and profit. Cases are on rec- 
ord where information given to the 
Federal Trade Commission has been 
carefully copied and carried around 
from dealer to dealer by a competi- 
tor and used against his competitor. 

You may not believe that such 
things are true, but they are and can 
be proved by case after case. Let- 
ters may be marked “personal and 
confidential” but when it comes to 
an investigation such letters are not 


respected. You are called upon to 
produce them. They are made part 
of the record, to be passed on in turn 
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to the public for a stenographer’s 


fee. 
Free and open competition has 


been the shibboleth of legal and eco- 


nomic dreamers. The great idea has. 


been that nothing can be done legal- 
ly to limit competition, or to en- 
courage monopoly by any plan of 
controlling prices, production or 
sales. Experience has shown time 
after time that one of the quickest 
ways to produce a monopoly and to 
stop all competition is a price war 
that will destroy all except the 
strongest. Then when the battle is 
over these strong concerns get to- 
gether, and the very thing that was 
feared by reason of free and un- 
limited competition is brought about 
by free and unlimited competition. 

Then it is common knowledge that 
in almost every industry there are 
“gyps”’ who accumulate distress 
goods, or they manufacture goods of 
skimped quality, paying miserable 
wages. Then they demoralize the in- 
dustry by cut prices. Take what are 
called the needle trades here in New 
York. There has been constant war- 
fare, strikes and even murders. What 
is the trouble? Concerns that are 
doing business on a humane basis, 
that have decent working conditions, 
that pay fair wages, are destroyed by 
these gyps who manufacture under 
unbearable labor conditions, pay 
starvation wages and then demoralize 
the market by cut prices. These 
gyps may only represent 10 per cent 
of the industry, but they bring about 
anarchy and chaos in the industry, 
and strange to say they are even en- 
couraged by certain classes of mid- 
dlemen who are willing to encour- 
age this gyp method of doing busi- 
ness for the sake of an extra 5 per 
cent in the purchase price. All these 
things are well known. All of them 
have been borne simply because 
merchants who wish to be law abid- 
ing have been threatened by the 
Sherman Law and the Clayton Act 
over them and hung investigations by 
Federal Trade Commission. There- 
fore, imagine our surprise, we could 
hardly believe our ears when we 
heard the President of the United 
States over the radio on the evening 
of May 4th in his address before 
the United States Chamber of Com- 


merce state: 


“My second request has to do with 
bringing order out of chaos. During the 
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past four years, what previously had been 
considered to be an orderly industrial sys- 
tem has degenerated into one of the high- 
est disorder. You and I acknowledge the 
existence of unfair methods of competition, 
of cut-throat prices and general chaos. You 
and I agree that this condition must be 
rectified and that order must be restored. 
The attainment of that objective depends 
upon your willingness to cooperate with one 
another to this end and also your willing- 
ness to cooperate with your government. 

“In almost every industry an overwhelm- 
ing majority of the units of the industry are 
wholly willing to work together to prevent 
over-production, to prevent unfair wages, to 
eliminate improper working conditions. In 
the past, success in attaining these objec- 
tives has been prevented by a small minority 
of units in many industries. I can assure 
you that you will have the cooperation of 
your government in bringing these minor- 
ities to understand that their unfair prac- 
tices are contrary to a sound public policy.” 

I say we were surprised because 
we had become accustomed not to 
look to Washington for any help. 
Now it seems at last that actual con- 
ditions in many lines of industry are 
known to Washington and a way will 
be pointed out in these industries te 
bring order out of chaos. 

The brief for the Commission and 
the U. S. Supreme Court’s recent de- 
cision in the Appalachian Coals, Inc., 
case (Justice McReynolds only dis- 
senting) reveal two different con- 
ceptions of the meaning of the Anti- 
Trust Laws and their application to 
trade and commerce. The latter em- 
bodies Justice Holmes’ progressive 
views, namely—that laws must be 
used to serve man’s needs, and that 
laws must be reformed, transformed 
and interpreted to conform to the 
changing economic conditions. 

Chief Justice Hughes in that 
opinion said: 

“But they (Sherman Law) do not seek to 
establish a mere delusive liberty either by 
making impossible the normal and fair ex- 
pansion of that commerce or the adoption 
of reasonable measures to protect it from 
injurious and destructive practices and to 
promote competition upon a sound basis... 
The question of the application of the 
statute is one of intent and effect, and is not 
to be determined by arbitrary assumptions. 
It is, therefore, necessary in this instance 
to consider the economic conditions peculiar 
to the coal industry, the practices which 
have obtained, the nature of defendant’s 
plan of making sales, the reasons which led 
to its adoption, and the probable conse- 
quences of the carrying out of that plan 
in relation to market prices and other mat- 
ters affecting the public interest in interstate 
commerce in bituminous coal. . . . The evi- 
dence leaves no doubt as to the existence of 
the evils at which defendant’s plan was 
aimed. The industry was in distress. It 
was afflicted by injurious practices within 








itself—practices which demanded correc- 
tion. If evil conditions could not be entirely 
cured, they at least might be alleviated. 
The unfortunate state of the industry would 
not justify any attempt unduly to restrain 
competition or to monopolize, but the ex- 
isting situation prompted defendants to 
make, and the statute did not preclude 
them from making, an honest effort to re- 
move abuses, to make competition fairer, 
and thus to promote the essential interests 
of commerce. The interests of producers 
and consumers are interlinked. When in- 
dustry is greviously hurt, when producing 
concerns fail, when unemployment mounts, 
and communities, dependent upon profitable 
production, are prostrated, the wells of com- 
merce go dry. So far as actual purposes 
are concerned, the conclusion of the court 
below was amply supported that defendants 
were engaged in a fair and open endeavor to 
aid the industry in a measurable recovery 
from its plight. The inquiry then must be, 
whether, despite this objective, the inherent 
nature of their plan was such as to create 
an undue restraint upon interstate com- 
merce. 

“A cooperative enterprise, otherwise free 
from objection, which carries with it no 
monopolistic menace, is not to be con- 
demned as an undue restraint merely be- 
cause it may effect a change in market con- 
ditions, where the change would be in miti- 
gation of recognized evils and would not 
impair, but rather foster fair competitive 
opportunities. Voluntary action to rescue 
and preserve these opportunities, and thus 
to aid in relieving a depressed industry and 
in reviving commerce by placing competi- 
tion upon a sounder basis, may be more 
efficacious than an attempt to provide reme- 
dies through legal processes. The fact that 
the correction of abuses may tend to stabil- 
ize a business, or to produce fairer price 
levels, does not mean that the abuses should 
go uncorrected or that cooperative endeav- 
ors to correct them necessarily constitutes 
an unreasonable restraint of trade. The in- 
telligent conduct of commerce through the 
acquisition of full information of all rele- 
vant facts may properly be sought by the co- 
operation of those engaged in trade, al- 
though stabilization of trade and more rea- 
sonable prices may be the result. MAPLE 
FEOORING ASSOCIATION v. UNITED 
STATES, supra. CEMENT MANUFAC- 
TURING ASSOCIATION v. UNITED 
STATES, 268 U. S. 588, 604. Putting an 
end to injurious practices and the conse- 
quent improvement of the competitive posi- 
tion of a group of producers is not a less 
worthy aim and may be entirely consonant 
with the public interest, where the group 
must still meet effective competition in a 
fair market and neither seeks nor is able to 
effect a domination of prices.” 


The court further said: 


“As a charter of freedom, the Act (Sher- 
man Law) has a generality and adaptabil- 
ity comparable to that found to be desirable 
in constitutional provisions.” 


“ADAPTABILITY,” when dealing 
with changing economic forces, does 
not mean a “strait-jacket” nor 
rigid adherence to dead precedents. 

(Continued on page 49) 
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HE Southern hardware jobbers 
and the manufacturers who at- 
tended the joint convention at 
Memphis, Tenn., have returned to 
their homes, but they will long re- 
member that convention as the first 
in four years, where tangible busi- 
ness improvement was in evidence— 
and it was tangible, based on advanc- 
ing prices and increased sales vol- 
ume. It was the forty-third annual 
meeting of the Southern Hardware 
Jobbers Association and the sixty- 
sixth semi-annual convention of the 
American Hardware Manufacturers 
Association. Headquarters and ses- 
sions were at the Hotel Peabody, 
May 22 to 25, inclusive. Attend- 
ance was approximately 500 and 
sessions were well attended. 

In practically every session, there 
were reports from both manufactur- 
ers and wholesalers indicating a con- 
tinued improvement in business and 
collections. Naturally, there was 
much discussion and speculation on 
the Federal Administration’s Indus- 
trial Control legislation and other 
activities affecting business. Hope 
was expressed that anti-trust legisla- 
tion will be liberalized to permit 
price maintenance at an early date. 
It was the spirit of the convention 
that every possible support should 
be given the President whose efforts 
to stabilize business were approved 
by the majority. 

Although some consideration was 
given to the seriousness of price com- 
petition, the wholesalers indicated 
marked preferences for quality mer- 
chandise and believed that in the ad- 
vancing market there would be a 
normal appreciation for better grade 
goods. 


The convention got under way Mon- 
day night with the usual joint opening 
session. Finis E. Pharr, Buhrman- 
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Increased Sales, Improved Collections, Advanc- 
ing Prices, Industrial Control Bill, Anti-trust 
Law Liberalization and Price Maintenance 
Provided Lively Topics for Discussion for Man- 
ufacturers and Southern Jobbers 





Headquarters hotel where all sessions were held. 


Pharr Hardware Co., Texarkana, Ark., 
president of the Jobbers Association, 
presided. Rev. Chas. F. Blaisdell, Rec- 
tor, Calvary Episcopal Church, Mem- 
phis, delivered the invocation and W. 
R. Herstein, representing Mayor Wat- 
kins Overton, welcomed the convention 
to Memphis. 

Mr. Pharr thanked the manufacturers 
for their continued support and coopera- 
tion in holding annual joint conventions 
and spoke briefly on the better business 
outlook. In part he said: 

“When it did seem that we had en- 
countered every conceivable disaster 
and disappointment, when the echo of 
the inauguration was still pulsating in 
our ears, and when President Roose- 
velt had not yet fully acquainted him- 
self with the entirety of the White 
House, came what we shall always re- 
fer to as ‘Black Monday,’ March 6, 1933, 
when every bank in the United States 
closed and business completely para- 
lyzed. We were all obsessed with the 
thought that the tying up of bank de- 
posits would depress business indefi- 
nitely, and we had apprehensions that 
this would lead to increased commer- 
cial difficulties and distresed selling; 
but these fears proved unfounded. The 
financial situation has already material- 
ly improved, and the rapid drop in the 
volume of business that occurred early 
in March has been followed by a rise 
of equivalent proportion and quickly 
regained the lost ground. Besides, the 


commercial failures which seemed sure 
to increase, have decreased remarkably, 
and again we find ourselves like the man 
who said, ‘I am fifty-four (54) years 
old and I have had a great deal of 
trouble, the most of which never hap- 
pened.’ Somehow, we are made to be- 
lieve that this was the climax, as well 
as the turning point in business, and 
happenings since that time give us hope 
that in reality prosperity is just out 
yonder: 

“We are all of the same opinion, that 
the conditions of the past three years 
are not dreams or deliriums, but grim 
realities, and the destruction left, as a 
consequence, cannot be cleared away in 
a day. We know that our mental and 
physical condition has a telling effect 
on our business accomplishments. Re- 
cent financial happenings evidence the 
truth that the course of business is close- 
ly bound with the mental state of the 
people; by what we think we can easily 
paralyze the current of trade or give 
life and impetus to it. Most of the time 
we act orderly and sensibly. We recover 
quickly from paroxysms of emotion and 
proceed in an orderly and sane manner 
free from panic and disquietude. But 
three years of continuous losses has had 
its telling effect on human nerves that 
will require time to correct. The de- 
pression has been a great experience. 
Experience, however, is a great school 
master. Each and every error must 
take its correction, and the more one 
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transgresses, the greater the punish- 
ment. 

“The manufacturer, the jobber, the re- 
tailer and the consumer have never been 
more united in one opinion than they 
are today. They are all willing to throw 
politics to the wind and to stand undi- 
vided as one body in the promotion of 
the general good for the masses. Un- 
employment is one of our greatest prob- 
lems, and the one thing possibly that 
has given us more concern than any 
other, is how to put men to work; that 
is the all important task and one that 
will not wait; everything else is second- 
ary to that, and no price is too high 
to pay for its accomplishment. By the 
degree in which management of money 
accomplishes that task will the success 
of management be measured. With cot- 
ton at 10 cents per pound, wheat at 
$1.00 per bushel, cattle, hogs and sheep 
at a fair price, the south and west will 
make such demands on the manufactur- 
ers, that the five 6-hour day theory will 
soon be forgotten and factories will be 
taxed to produce in necessary volume to 
meet demands, and in place of surplus, 
we will have the greatest shortage of 
merchandise this country has ever ex- 
perienced. 

“Someone asks the question, ‘What 
about the foreign debt and how can it 
be collected?’ This is a matter that will 
work out in the end, no one knows how, 
but it is absurd to suppose that any 
civilized nation can afford to tie a mill 
stone about the necks of succeeding gen- 
erations by flatly repudiating its signed 
obligations. This may be summed up 
by saying, that when a nation blankly 
refuses to pay its obligations to another 
nation; when any government says to its 
citizenship that it can repudiate its ob- 
ligations without losing its good name, 
at that very moment, moral fibers be- 
come flabby, guide posts disappear and 
national disintegration sets in. 

“We read a lot about being off the 
gold standard, of the hoarding of gold 
by the individual, the ear marking by 
foreign nations, etc., but this does not 
matter so much to you and I, for what 
we need is a medium of exchange, 
whether it be gold, silver, brass or 
paper. The maintenance of credit, 
which, after all, is confidence, and with- 
out which we are all in a state of dis- 
solution. We must admit that a lot of 
time, money and energy has been wasted 
during the past fourteen years in an at- 
tempt to so adjust the affairs of na- 
tions that the world might be at peace 
with all mankind, and yet we find that 
in all the history of man dating back 
3421 years, there has been only 268 
years of peace against 3153 years of 
war, during which time, 8000 peace 
treaties have been concluded. We 
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often think that even now we are sit- 
ting on a powder keg because of the 


“feeling existing between the nations of 


the Orient, with two prominent nations 
having had only a breathing spell since 
their recent conflict, are about to be up 
and at each other’s throat, and yet what 
can we expect so long as a signed agree- 
ment is nothing more than a scrap of 
paper. If nothing but war will satisfy 
them, then let them have war, and let us 
sell them all the guns and ammunition 
they have cash with which to pay. But 
let them do their own fighting and 
make targets of their own boys, telling 
them in no unmistakable terms, that we 
are not willing to fight their battles and 
in the end to receive repudiation as a re- 
ward. But this, together with many 
other problems of no less importance, 
are matters that must be worked out 
through the Congress. Our problem is 
the manufacture and distribution of 
hardware and kindred items to the ul- 
timate consumer, and how to do it to 







Convention delegates were much interested 
in the three ducks perched all day on the 
rim of the Peabody lobby fountain. They 
were remarkably well trained and would 
hop off the fountain each night and parade 
to their over-night roosts at the command 
of a bell boy. The ducks are named for 


the best advantage of all concerned.” 

A. E. Alverson, Greenlee Tool Co., 
Rockford, IIL, as president of the Man- 
ufacturers Association, responded to ap- 
preciation expressed by Mr. Pharr and 
assured him and his organization that 
the manufacturers were happy to have 
the pleasant privilege of cooperating 
with the southern jobbers. 

The speaker of the evening was Dr. 
Edwin Mims of Vanderbilt University, 
whose subject, “The New Type of 
Business Man,” proved of wide general 
interest. Under the administration of 
President Roosevelt, the speaker said, 
he could see the passing of the old or- 
der under which intellectuals and busi- 
ness men looked upon each other with 
mutual contempt—the one regarding 
the other as rather hopeless Babbitts 
while they in return were regarded as 
impractical dreamers and _ theorists 
building impossible Utopias. 

“Business men and the Government, 


In the 
Peabody Lobby 
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itself, are calling into the public ser- 
vice more and more professors of the 
social sciences and the recent report of 
the Commission on Social Trends shows 
the large number of professors play- 
ing leading roles in the administration 
of President Roosevelt,” he said. 

Doctor Mims saw in this a situation 
that is now found in many of our lead- 
ing industries and one that is of almost 
shocking magnitude to those who 10 
years ago would never have believed 
that business would be looking to the 
universities for the solution of their 
financial difficulties. 

The fact that the universities, too, 
were looking on business now as a 
learned profession was pointed to by the 
speaker as further evidence of the dif- 
ference between the old and the new 
era—a recognition of the place of 
science and of learning in business lead- 
ership. 

“Tt affords a contrast with the meth- 
ods of the captains of industry of a gen- 
eration ago when the harmful effects 
of the methods they ofttimes employed 
—truthless capitalism, menacing in- 
trigues and pitiless destruction of rivals 
—on the social and political life of 
America can scarcely be exaggerated. 
They were like the buccaneers and 
pirates of a former age. They took ad- 
vantage of all the natural resources of 
the country and employed methods of 
economic strife and political corruption 
that have long since been discredited.” 

Tuesday morning both associations 
held separate sessions with their re- 
spective presidents presiding. 


Jobber’s Tuesday Morning 


As Mr. Pharr had delivered his an- 
nual presidential address to the open- 
ing session on the previous night, his 
opening remarks to the Jobber’s Tues- 
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Beck & Gregg Hdwe. Co. 
Treasurer, S.H.J.A. 
Speaker 


day morning meeting were very brief 
and informal. T. W. McAllister, Editor, 
Southern Hardware, Atlanta, Ga., has 
efficiently served this group as secretary 
since October, 1932. He made his re- 
port in that capacity which in part fol- 
lows: 
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“At the time of your last convention the 
association was at a rather low ebb, in both 
membership and morale—notwithstanding 
the valiant efforts of a loyal group of 
officers and members to keep the associa- 
tion functioning satisfactorily. Whatever 
the reasons which were responsible—and 
you are more familiar with them than I am 
—it is evident that an all-important reason 
was merely the fact that the association 
revenues were not sufficient to employ a 
full time secretary, keep up an association 
office, and at the same time permit of the 
necessary traveling and office promotional 
work. An association must do more than 
merely hold an annual convention, if it is 
to maintain the interest of the members. 
But it was scarcely possible to do more, 
under the former set-up. 

“During the last year you have an en- 
tirely different set-up. There have been 
no salaried officials, no expense of keeping 
up a separate association office. All asso- 
ciation revenues have been available for 
promotional work—for arranging and hold- 
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ing district meetings, getting out letters 
and news bulletins, holding executive com- 
mittee meetings and financing the expenses 
incident to the annual convention. 

“As a result, there have been no finan- 
cial problems—notwithstanding a 4 per 
cent reduction in dues this last year. And 
whereas in the final wind-up the association 
entered the last fiscal year with a deficit, it 
enters the new fiscal year with a fair bank 
balance. From the balance to be reported 
to you: by the treasurer, however, there will 
be some expenses of this convention to be 
deducted. 

“Membership work during the last year 
has brought back into the association quite 
a number of the most substantial hardware 
jobbing houses in the south. This work 
was accomplished largely through district 
meetings and the personal work of several 
officers and members. For the last three or 
four months we have dropped the active 
membership work to center all efforts on 
this convention. We have felt that if a 
good convention could be put over this 
year, that would be the best thing we could 
possibly do to facilitate membership work 
during the months immediately following 
the convention. 


“The work of building up the member- 
ship should be carried on aggressively; for 
the real value of the organization will grow 
as the membership increase. This member- 
ship work can be accomplished most effec- 
tively in two ways—by district meetings 
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Buhrman-Pharr Hdwe. Co. 
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and by personal contact work of individual 
members. 

“I would suggest that a definite sched- 
ule of district meetings be worked out at 
this convention. Such meetings probably 
should be for the purpose of discussing mu- 
tual problems, not membership solicitation; 
but if they are successful, it may be taken 
for granted that the jobbers in those dis- 
tricts will want such organization work con- 
tinued.” 

W. A. Parker, Beck & Gregg Hardware 
Co., Atlanta, Ga., treasurer of the associa- 
tion, read his report which showed the 
financial condition of the association had 
improved greatly, there now being a fait 
balance of money on hand, whereas a year 
ago there was a slight deficit. Oscar J. 
Koepke, Corpus Christi Hardware Co., 
Corpus Christi, Texas, presented the re- 
port of the overhead expense committee, 
which compared data from the records of 
southern hardware jobbers with similar 
figures developed from national records. 

Mark Lyons, McGowin-Lyons Hardware 
Co., Mobile, Ala., a past president, led a 
discussion on adding new lines of mer- 
chandise. He suggested that jobbers work 
with competitors when seeking new lines 
so that all would not take on the same 
lines. He spoke of plumbing equipment as 
being the most satisfactory new major line 
his firm has added. Mr. Lyons stressed the 
need of hiring an experienced man for all 
new major lines. In plumbing department 
he has a manager to select stock, do the 
buying and help sell the goods but finds 
his regular sales staff able to do the ac- 
tual sales work. 

A. C. Rankin, Teague Hardware Co.. 
Montgomery, Ala., found the distribution 
of paints very profitable but said he ex- 
perienced considerable grief with radio 
and electrical refrigeration. He added the 
opinion that these two lines are now pretty 
well stabilized so that a hardware jobber 
could handle them without much trouble. 

N. D. Abell, Monroe Hardware Co., Mon- 
roe, La., spoke on electrical supplies, say- 
ing he found it necessary to have a com- 
petent technical man available as dealers 


HARDWARE AGE 


eee 


ENE 


ve seni em MN 





seis 





=" 


OIRO LER 





member- 
ively; for 
will grow 
member- 
ost effec- 
meetings 





dividual 


 sched- 

out at 
robably 
ing mu- 
itation; 
e taken 
se dis- 
rk con- 


irdware 
associa- 
ed the 
on had 
a fair 
a year 
scar J. 
e Co., 
the re- 
mittee, 
rds of 
similar 
rds. 
rdware 
led a 
f mer- 
3 work 
y lines 
- same 
ent as 
or line 
ed the 
for all 
fLment 
lo the 
finds 


1€ ac- 


> Co.. 
ution 
ie ex- 
radio 
-d the 
pretty 
obber 
yuble. 
Mon- 
» Say- 
com- 
2alers 


\GE 


ia) ee 


ET, 


oF ORR ERAT TERS Te 


PETE Ot 





a tet Sr 


The POSIT ap oe 


expected this service. He also holds regu- 
lar sales instruction meetings for both his 
salesmen and dealers. 

R. H. Baker, Fones Bros. Hardware Co., 
Little Rock, Ark., told how his firm added 
furniture in 1923 and have built up a 
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Greenlee Tool Co. 
President, Manufacturers Assn. 


large and profitable volume, as many of 
the regular dealer-customers handled fur- 
niture in addition to hardware lines. He, 
too, found it necessary to have an experi- 
enced specialist who acted as department 
buyer, manager and sales manager. 

Leslie M. Stratton, Stratton-Warren 
Hardware Co., Memphis, Tenn., and A. C. 
Cade, Allen & Jemison Co., Tuscaloosa, 
Ala., both commented on the sales oppor- 
tunity of work shoes and related work 
clothes. 

R. J. Ogilvie, Ogilvie Hardware Co., 
Shreveport, La., said he was working on 
the reverse basis and that instead of add- 
ing lines he was eliminating inactive lines 
and pruning his stock. 


Manufacturer’s Tuesday 
Morning 


Typical of the spirit which prevailed 
throughout the entire convention, A. E. 
Alverson, Greenlee Tool Co., Rockford, II1., 
president of the manufacturer’s associa- 
tion opened that group’s Tuesday morning 
session with a plea to support the efforts 
of the Washington administration and ex- 
pressed the opinion that business was im- 
proving. In part he said: 

“A lot of things are occurring, daily, 
you might say hourly, in Washington. And, 
regardless of our political affiliations, it 
behooves us to thoroughly support the 
administration in the efforts which are 
being made to improve conditions for you, 
for all of us, for the great body of people 
of this country. 

“Business is really looking up. I have 
talked literally to hundreds of people here, 
and without exception a little better tone 
is being noted. I have tried to get from 
that verdict a picture—some figures on it. 
One manufacturer told me this morning 
that the first sixteen days of May pro- 
duced more new business than the month 
of April. He is much more fortunate than 
the average. 

“I think April, in the general average 
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of hardware business, and manufacturers, 
compared with March, represents 5 per cent 
advance. I think the major portion of the 
manufacturers with whom I have talked, 
say that May indicates 10 per cent better 
than April. 

“Gentlemen, it isn’t so much the grade 
of the road, as which way we are going; 
and, we are going up..... A clipping 
from the New York Sun, reads: ‘3000 men 
put on at Gary Ind., Steel Co., 
working at 32 per cent, as against 10 per 
cent for the previous month.’ Agricultural 
conditions are touched in another article. 
Someone said to me the other day, ‘In 
30 days the purchasing power of the 
agricultural portion of our country has 
doubled.’ I said, ‘You are absolutely 
wrong, in my opinion.’ Finding it hard 


to use the goods 30 days ago, or 60 
days ago, the agricultural portion of the 
country has been marketing its product, 
be it corn, or cotton, hogs, or cattle, at 
the barest cost of production, and it left 
purchasing power. 


no surplus Every 
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penny it has gone up since then repre- 
sents new purchasing power. And, the 
markets which have been created in the 
last 30 days means that the farmer of 
this country is able to buy your product 
and products of the people who come to 
you for your products. Give us dollar 
wheat and 10-cent cotton, and this country 
will come along in pretty fair shape.” 

In place of the customary semi-annual 
report Secretary-treasurer Charles F. Rock- 
well reviewed important current events 
particularly highlights of the Industrial 
Control Legislation and the unprecedented 
authority to be given to the President 
under its provisions, said Mr. Rockwell in 
part: 

“Ordinarily current events move so slug- 
gishly that the commentator may keep 
pace; happenings almost automatically 
range themselves in order of importance, 
and there is background or precedent as 
a basis for analytical prophecy. But what 
has transpired in our national life in re- 
cent weeks has come with such startling 
rapidity and has been of a nature so ex- 
traordinary as to almost stun. 

“Outstanding is the unparalleled con- 
fidence of the people in the executive; 


their willingness, nay, demand, that the 
President be unhindered in the execution 
of his plans for the economic salvation of 
the country. In the crisis, partisan criti- 
cism is largely stilled; rather, suggestions 
of change or modification in particular 
projects are in the spirit of constructive 
helpfulness. 

“Much of the emergency legislation al- 
ready passed or in process of enactment 
provides for radical changes in our 
government practice. But these changes 
need not be permanent; nothing that has 
been done commits us finally. All this 
legislation is passed on the plea of 
emergency. 

“All the legislation proposed in the pro- 
gram of the Administration is directed to- 
ward correction of some specific phase of 
depression, but all fit into the general pat- 
tern of the reconstruction plans, and every 
one will have its ultimate bearing on the 
whole situation.” 

Referring to President Roosevelt’s recent 
radio address outlining the objectives of 
the proposed industrial control law which 
the President called partnership of in- 
dustry and government Secretary . Rock- 
well said in part: 

“To bring about this partnership with 
industry, the so-called Black Bill for the 
thirty-hour week, the Perkins Bill, and the 
substitute for both, reported out by the 
Labor Committee of the House of Repre- 
sentatives, have been abandoned in favor 
of the two-year national recovery plan, laid 
before Congress by the President on May 
17. 

“Representing Mr. Roosevelt’s supreme 
domestic attack on the depression, this 
plan will grant the President absolute 
authority over industry, in an effort to 
synchronize it with the $3,300,000,000 pub- 
lic works-reemployment campaign, poten- 
tially increasing the national debt to its 
highest point in history. 

“While the measure itself leaves to the 
President’s discretion the length of the 
work week, it undertakes to set a stand- 
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ard by requiring that the thirty-hour week 
shall apply to labor employed on public 
works financed from Federal funds. 
“The sweeping character of the bill is 
justified by Administration leaders as be- 
ing necessary in order to curb ‘recalcitrant 
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minorities’ of industries which might other- 
wise thwart overwhelming majorities of 
industries in the same line from executing 
agreements to prevent overproduction and 
cut-throat competition. 

“In a dictatorship over industry un- 
precedented in this country, it provides for 
agreements by individual industries, or 
groups of industries, to control production, 
fix hours of work and provide just wages, 
which must be approved by the President 
and may be licensed by him. 

“Should an industry fail to submit’ such 
an agreement or submit a plan unsatis- 
factory to the President for any reason, 
then the President may initiate one of his 
own with power to enforce it. He could 
even initiate a plan and put it into effect 
on his own motion. The objective is a 
reorganization of industry to prevent re- 
curring surplusses and other handicaps to 
business recovery and open up jobs for 
the unemployed and improve the condition 
of labor. 

“The $3,300,000,000 public works pro- 
gram would include not only Federal 
public works of virtually every character, 
but loans or grants up to 30 per cent of the 
cost of labor and materials to states, coun- 
ties and municipalities for local improve- 
ments, including low cost housing and slum 
clearance projects. 

“The greatest single undertaking of its 
kind in this country, the huge public 
works program would be handled by a 
‘Federal Emergency Administrator of 
Public Works’ who would even take over 
the present Reconstruction Finance Corp- 
oration authority for making loans for 
self-liquidating projects and, subject to 
Interstate Commerce approval, dictate what 
loans were to be made to railroads to 
finance maintenance and equipment. 

“In practice, it is assumed that the plan 
would work about as follows: All the in- 
dustries in the shoe manufacturing busi- 
ness would get together, for instance, and 
seek an agreement on the total produc- 
tion for a year, based on previous records 
of production, domestic consumption, ex- 
ports and surplus. 


“Should it be decided that the interests 
of the industry of the whole would best 
be served by a 10 per cent curtailment of 
production, the manufacturers would try 
to prorate the curtailment among them- 
selves. Should one or more of the manu- 
facturers hold out against all the others, it 
is possible that the trade association itself 
might be unable to break the deadlock. 
Even though the trade association might 
not be prepared to admit to the President 
an inability to agree, the Presideat’s in- 
fluence, with its power to shut up a shop 
entirely, might make itself felt on a 
recalcitrant, assuming the President shared 
the view that the recalcitrant was in the 
wrong. 

“Once the trade association conceded 
inability to agree upon a code of competi- 
tion, so called, the President would be 
expected to step in, make his own code 
and enforce it.” 

Chas. J. Heale, editor, Harpware AcE, 
New York City spoke on methods manu- 
facturers have used and could use to suc- 
cessfully help retailers sell more merchan- 
dise at a profit. In preparation for his 
talk the speaker had acquired a wide as- 
sortment of display material, advertising 
helps, sales manuals, sales talks on tags 
and labels, etc. These were on display 
at the meeting and served as examples to 
illustrate the points brought out in the 
discussion. In part Mr. Heale said: 

“Before we decide what we are going to 
do, to help hardware stores sell more of 
the goods we make, it would be well to 
take a little picture of what the retail 
hardware business is, statistically. There 
are approximately 36,000 retail hardware 
outlets in the United States. Of these, 
only one-third, or about 12,500 pass the 
$30,000 mark in annual sales. 

“In our own work, we call this group 
major retailers. Stores whose sales do not 
reach the $30,000 mark annually we group 
as minor retailers. This is a simple and 
effective way for dividing the hardware 
dealers so that you can look at them ac- 
curately. Among that third, or 12,500 
dealers who pass the $30,000 mark in an- 
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nual sales, about 10 per cent, or 1200 reach 
the $100,000 mark for annual sales. More 
than half of all retail hardware outlets, or 
about 16,000 to 17,000 never get beyond 
$20,000 a year in annual sales. 

“I give you these figures not to discour- 
age you but to urge that you be a little 
more sympathetic when talking about what 
the dealer does and does not do with your 
line. Very often, a man who owns a hard- 
ware store must be manager, buyer, sales 
manager, and must supervise the window 
display and advertising of his business. 
He must be thoroughly competent in a 
great many activities, most of which he 
must do for himself, because the nature 
of our business does not permit a large 
personne] in the average store. 

“Everything you do to make your prod- 
uct useful, saleable, and good value; and, 
everything a wholesaler may do to distri- 
bute efficiently; plus everything a retailer 
may do when he has the product in stock 
is totally wasted effort, unless the man 
who actually contacts the consumer is able 
to carry along all the advantages that have 
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gone before. When the sales clerk is 
with the customer, that is where the benefit 
of anything you have done in a promotion 
way, production way, price way, and value 
way, counts. If these factors cannot be 
utilized at this point both effort and money 
have been wasted. 

“T think the way to handle this problem 
is to build up the machinery—display ma- 
terial, tags or labels on merchandise, etc., 
which will help make it easy to sell the 
goods. It is particularly important that 
such helps, whatever form they may take, 
label, tag or display eagle, provide the 
sales clerk with sales data quickly, in 
short phrases, using words easy to under- 
stand, easy to learn, then the dealer and 
his clerk may absorb your sales message 
to the point where they will unconsciously 
and automatically refer to your merchan- 
dise as having this or that feature. It is 
most important that such helps be at- 
tached to or handy to the merchandise, for 
only there can it be used. 

“Based on studies we made in Ohio and 
Long Island we came very definitely to the 
conclusion that hardware retailers do not 
lack a knowledge of merchandise nearly 
as much as they lack selling ideas, sales- 
manship and merchandising instinct. We 
found hardware dealers did pretty well 
handling customers who were in their stores 
and believe their difficulty is getting more 
people into their stores. This also re- 
quires that they operate the kind of stores 
where selling is made easy. 

“If we recognize that the hardware deal- 
er’s problem is to get more people into 
hardware stores, the thing the manufac- 
turer can best do to help sell more of this 
goods must be something which will help 
the dealer accomplish that purpose.” 

Mr. Heale then suggested types of dis- 
play helps, merchandise labels and tags, 
and dealer advertising. Many points were 
illustrated by holding up samples of such 
material from a display mentioned pre- 
viously. The speaker urged manufacturers 
to stop demanding “front of store location” 
and to stop expecting exclusive window 
displays for short lines. He said no store 
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is large enough to give a front location 
to more than a few attractive volume lines 
and that window display material which 
would fit in with complete displays of re- 
lated merchandise would be used by more 
dealers. 

The next feature of the session was 
an informal discussion on the desirability 
for further simplification of hardware lines. 
Harry J. Strugnell, Remington Arms Co., 
Inc., Bridgeport, Conn., made the first com- 
ments on the subject, saying in part: 

“The problem is, to get the jobber to 
simplify, for himself, the lines that may 
be manufactured by the various companies. 
We have in both our ammunition line and 
in our pocket cutlery line a similar condi- 
tion. There are certain loads that are 
sectional. In our pocket knives we have 
certain patterns that are sectional. For in- 
stance, we have what we call the punch 
blade, in the Northwest. Almost every knife 
sold has to have a punch blade. In the 
Southern section of the United States they 
won’t take a punch blade. 

“Tt is the same way with shells; we have 
very heavy combinations used in some sec- 
tions, and in other sections they are not 
used at all. We have still a few black 
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powder shells. And, jobbers over the coun- 
try say, ‘Cut out black powder.’ But, there 
are still a few down in the South, in the 
mountain country, who use black powder, 
and no sales argument will convince those 
mountaineers that anything is as good as 
black powder. The demand is sufficient to 
justify it, instead of discontinuing it. 

“Tt seems to me that jobbers overlook 
the possibility of simplifying their own 
stocks; and overlook the fact that the proc- 
ess of simplification proves very expensive 
to the manufacturer. At times it reduces 
volume, unless there be sufficient variety. A 
man will want several boxes of shells be- 
cause he will hunt different kinds of game, 
requiring different kinds of shot. If the 
complete line were simplified to one or two 
kinds, he might not take as many. You 
might say it is wise. But, still it is busi- 
ness, and keeps the wheels of the factory 
moving. 

“Another thing about simplification—we 
have found it results in considerable price 
demoralization. There is always a lot of 
close-out goods on the market, sold at a 
loss. The jobbers want to clean up what 
they have. These goods get into the hands 
of dealers, and they, in turn, undersell 
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The Tuesday Morning Session of the Southern Jobbers 


Sometimes that stock 
lasts for years. We discontinued a cer- 
tain kind of shell five years ago. Natur- 
ally, you would think those would all be 
cleaned up in the jobbers’ stocks. We find 
there are still some of those in the job- 
bers’ stocks. They are trying to unload. 
The first thing you know a jobber who 
hasn’t any of the discontinued line, is com- 
plaining about the other jobber cutting 
prices, and underselling him. 

“From an ammunition standpoint I think 
it would be undesirable to go further than 
we have. I think, also, that it is a problem 
for each manufacturer to handle, and I 
think that the Jobbers Association or any 
individual jobbers who may be very well 
sold, are the ones to decide just what the 
manufacturers should do.” 

C. R. Swisshelm, Crescent Tool Co., 
Jamestown, N. Y., said in part: 

“I think that the present talk among 
jobbers, on simplification, is due directly 
to a condition that started with the de- 
pression. In other words, not necessarily 
an increase in the parts items, but an in- 
crease in the number of manufacturers of 
each item. In other words, all of us, in 
looking for additional volume, were apt to 
go out into lines that we didn’t have be- 
fore. The items we added may be an 
essential item, but in a good many cases 
the individual factory that added them had 
no business with them. That leads to de- 
moralization in a great many ways. It is 
apt to lead to a price condition. It puts the 
jobber in an embarrassing position. He has 
certain lines he is inclined to favor. 

“IT believe that Simplification will work 
itself out in the next few years, based en- 
tirely on profit. In other words, I think 
most of us have gone through and milled 
our lines out through the entire factory and 
selling organization with a fine tooth comb. 
And, in most cases I think we know more 
about where our costs lie than we ever knew 
before, because we had to, if we wanted to 
stay intact. 

“If any item is a profitable item, either 
for the jobber, or dealer, or manufacturer, 
I can’t see any reason for dropping it. If 
it is not profitable, I know in our own case, 
if a line is not profitable we are not going 
to carry it just for the pleasure of having 
it—let somebody else have it. But, I think 
a great many people have lines scheduled 
for discard that won’t be discarded for two 
or three years. 

“In the tool business a great majority of 
the items started either with forgings or 
castings. There is not a great deal of 
money tied up in raw forgings. As a con- 
sequence, it frequently happens with forg- 
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ers there will be a year’s supply. If we 
run a year’s supply in ’29, some of us have 
five years’ supply left on our hands. If 
that was thrown on the market, it would 
not only demoralize the market, but you 
simply couldn’t sell it. I know a number 
of plants that have lines scheduled for the 
discard, but they are doing it in a normal 
way. 

“It is almost impossible to sit down— 
and I don’t think it is always practicable 
for a bunch of men to sit down and say 
‘Here’s a certain number that we are going 
to drop.’ But, I think common sense and 
good business in the next three or four 
years, are going to cause a majority of fac- 
tories to drop any line that individual fac- 
tory can’t show a profit on. 

“If a jobber carries a line that is not 
profitable, I would say it is too bad for the 
jobber. If a jobber says it is not profitable, 
and drops it, the factory is soon going to get 
rid of it. 

“In my opinion, that is the way Simplifi- 
cation of products will be carried out in the 
next two or three years, rather than as they 
did when the Department of Commerce 
got into it.” 

Based on 28 years’ experience E. L. Mea- 
dow, Slaymaker Lock Co., Lancaster, Pa., 
said he had found the hardware trade quite 
anxious for the simplification of various 
lines of hardware. In part he continued: 

“When you consider the thousands of 
items that a hardware jobber has to offer 
the retail trade, and they in turn sell the 
consumer, further simplification of lines 
would be most helpful to them, as well as 
benefit the manufacturer—enabling the 
manufacturer to concentrate on these fewer 
items—in turn permitting an increased pro- 
duction to be derived by the manufacturers 
on these continued items. 

“Other lines of industry are realizing the 
benefits derived from these Simplifications, 
as only recently one of the leading tire 
manufacturers announced the elimination of 
all but two tire lines. During the past 
World War attempts along the line of sim- 
plification were successfully accomplished 
by manufacturers in the hardware organiza- 
tions. 

“Since 1929, when Slaymaker Lock Co., 
Lancaster, Pa., had approximately some six 
hundred types and finishes of padlocks, we 
have taken steps to reduce our line to where 
we have today not more than sixty actual 
numbers, including various finishes fur- 
nished. 

“This effort on our part has enabled us 
to not only increase our production, more 
economically, but we have given more 
prompt service to the trade and made our 


line less confusing to the jobber. In turn, 
the retailer has increased his sales by con- 
centrating on fewer numbers of padlocks— 
giving each channel of distribution that 
much more time to sell other products of 
their handling.” 

Expressing the opinion that the process 
of elimination was proceeding in a very or- 
derly way, J. E. Stone, The Stanley Works, 
New Britain, Conn., said: 

“We have three or four years’ stock on 
some items. These still appear in our price 
list, because we have a stock. We would 
like to liquidate the stock in an orderly 
way, if we can, because there are two angles 
to the problem—first—throwing the mate- 
rial on the market, and second, announcing 
that the item has been discontinued, which 
encourages the jobbers to send back elim- 
inated stock. That complicates matters. 

“Our problem is more in tools than it is 
in hardware, although we have a great many 
items of hardware that we hope to elim- 
inate. 

“Standardization, I think, among manu- 
facturers, is almost as essential as elimina- 
tion. We find hammers retailing any- 
where from five to ten cents up to $2.00. I 
believe, eventually, we can get the hammer 
line down to four grades, if we stop think- 
ing what it costs the manufacturer to do 
this and that, and instead look and see 
what the ultimate consumer will pay for a 
hammer today. In today’s market I think 
in terms of hammers at a dollar and seventy- 
five cents, at fifty cents, and possibly at 
25 cents. = 

“But you always go to the top again, and 
have a De Luxe: tool. There are still tool 
fanciers who pride themselves on the own- 
ership of a tool. They will still take a good 
volume of De Luxe tools. This would apply 
to almost any line of tools we manufacture. 
We have entirely too many; but I hope in 
a year from now they will be very much 
curtailed, and we will have more volume on 
what we have now.” 

President Alverson then said: “I am 
prompted to cite an illustration in my own 
line. One of our lines is auger bits. These 
are made in sizes from 3/16 to 2 inches. 
The first 14 sizes, from 3/16 to 16/16 in- 
cluding about 99 per cent of our sales; and, 
the other is scattered in the other 16 sizes. 
And yet, for some reason, we have to have 
all of them in there. Certainly we could 
drop the odd 16th and hit the 8th. And, 
those things apply in so many of our lines 
that there is some positive work that can 
be done, and can be done successfully by 
co-ordination between the jobbers and the 
manufacturers. The thought is not to force 
the situation down the throats of the others; 
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but, to work together for a practical sim- 
plification where it would be of benefit to 
any particular industry.” 


Jobber’s Tuesday Afternoon 


The major part of the Jobbers’ Tuesday 
afternoon session was devoted to a discus- 
sion of the ammunition and gun situation. 
Walter M. Bonham, C. M. McClung & Co., 
Knoxville, Tenn., the first vice-president of 
the jobber’s organization, presented a very 
complete picture of this subject, based on 
his own experiences and the reports he re- 
ceived from other members in recent weeks. 
He reviewed the competitive situation as 
it exists in southern territory and summed 
up his remarks as follows: 

“As a summing up of the ammunition 
situation, I believe I can safely say that 
the hardware jobber is interested: First, 
in the control of the price. Apparently 
our Government is beginning to realize 
that a competition which destroys itself 
by being unregulated is not a healthy pub- 
lic policy, but that a competition which 
permits a reasonable profit to those en- 
gaged in it and gives a service to the pub- 
lic at a fair price, conserves the assets of 
all, and helps pay wages and taxes for the 
support of all. Under this more liberal 
policy of the Government there should be 
room for a closer working arrangement. 
There would even then be plenty of com- 
petition in the matter of improved prod- 
ucts and better service. 

“Second—that the local jobber does not 
need missionaries any more than any other 
jobber; that the missionaries’ effort brings 
results as great to one- distributor as to 
another; that he performs a useful function 
in increasing the amount of ammunition 
used and is helpful to the jobbers’ sales- 
men in concentrating their energies on 
early sales of ammunition which help ma- 
terially in making out a factory program 
of preduction. Apparently they are useful 
and valuable to the manufacturer, but 
should not be charged entirely against 
the cost of selling the local jobber. 

“That there is a considerable waste in 
having two or three missionary salesmen 
traveling from the same manufacturer with 
different jobbers’ salesmen in the same 
territory. If all manufacturers will with- 
draw all missionary salesmen and give the 
jobber the difference in price with which 
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to enable the retailer to meet chain store 
competition, the hardware jobber will get 
just as much business without the mission- 
ary salesman as he would with him. The 
jobbers’ salesman naturally waits for any 
help that is coming his way, but if there 
isn’t any help, he does the job himself and 
does it well. There is, we consider, a field 
for a certain amount of missionary sales 
work that each manufacturer can profitably 
do, without assuming the part that belongs 
to the jobbers’ salesmen. 

“Third—that the chain store, with its ad- 
mitted policy of selling everything cheaper 
than the regular store, is a hard thing to 
handle; that they should be sold at a price 
that will enablesthem to undersell the reg- 
ular dealer and still make a legitimate 
profit, does not reflect credit on the manu- 
facturer. Certainly there is no reason why 
the chain store should put out the same 
grade or brand of ammunition at a lower 
price than the same article reaching the 
consumer through other channels. 

“Fourth — that the regular retailer 
should never be sold direct by the manu- 
facturer at wholesale prices, if such manu- 
facturer chooses the hardware jobber to re- 
tailer method of distribution. It puts every 
retailer buying from the jobber at a serious 
disadvantage in competing with the retailer 
buying from factory at jobbing prices. In 
the case of those manufacturers selling di- 


rect to the hardware retailer at jobbers’ 
prices, there results one of two things (and 
usually both): A lengthening of the margin 
to the favored retailer, or a lower priced 
competition from the favored retailers, both 
regular and chain, to the consumer, as com- 
pared with the price that can be made by 
the regular hardware dealer buying through 
the local jobber. 

“Fifth—most jobbers that we know of 
are hopeful that any consignment terms 
that have been made this spring to meet a 
definite purpose will not be continued there- 
after. The evils of consignment selling 
have already sufficiently shown themselves 
in other lines of merchandise, and these 
conditions will only be duplicated in am- 
munition if allowed to run long enough. 
They certainly react to the detriment of 
the manufacturer and the jobber, and they 
are not conducive to good merchandising 
on the part of the retailer. 

“Sixth—there should be the observance 
of greater ethics in the selling game by 
jobbers’ salesmen. It seems the retailer 
never gets better discounts until he has 
placed his order with a jobber. Immediately 
a gompetitor-salesman to dissatisfy him 
quotes a lower price or intimates strongly 
that he could have saved the dealer money 
if he had been given the order. The dealer 
then wants a lower price, cancels the or- 
der, or if the merchandise has been shipped 
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wants to return it if the lower price is not 
met. 

“To bring about any such situation as 
has been discussed will require the closest 
cooperation consistent with anti-trust laws, 
and the new plans for control of industry 
advocated by our President. This co- 
operation must be between all manufactur- 
ers. Whatever their channel of distribu- 
tion; whatever their ideas as to being fittest 
to survive under impossible conditions of 
distribution; whatever may be their pride 
in their own organization as to its strength 
and ability, their own product as to its su- 
periority, their own ideas as to cost of 
production, or what not; whatever personal 
feelings may have been involved in these 
years of destructive competition—the time 
has come for a ‘Geneva Conference’ that 
will be much shorter and more effective 
than the one being held by the nations of 
the world. There must be the closest co- 
operation between manufacturers and be- 
tween jobbers and other distributive chan- 
nels through which the manufacturer 
chooses to market.” 

In the discussion which followed it was 
clear that Mr. Bonham’s remarks struck a 
responsive chord with the entire assembly. 

W. A. Parker, Beck & Gregg Hardware 
Co., Atlanta, Ga., told how that company 
had successfully employed the services of 
an outsider to analyze the business, dis- 
cover its weaknesses and points of strength. 
He had this man, not knowing the can’ts 
and don’ts of the firm or of the hardware 
business, come in with a fresh viewpoint 
and help create some short cuts for routine 
work and was broadly a real help to the 
executives of the firm. Mr. Parker said 
such experts were usually expensive but 
thev do serve to remind you to do things 
yeu ':now should be done, but which might 
not Le done without prodding such as fur- 
nishel by an outsider. Edmund Orgill, 
Org ' Bros. Co., Memphis, Tenn., said he 
agre: .| with these principles as did others 
who -«sponded to the chairman’s request 
for con. ‘nents. 

A. C. Raakin, Teague Hardware Co., 
Montgomery. Als.. talked briefly on sim- 
plification frro the profit standpoint. He 
felt that the jubber is not, but should be, 
considered when manufacturers make up 
price lists and thought it a mistake to 


ca 


simplify price lists by adjusting list prices 
up and down to permit a standard dis- 
count. Although much more convenient, 
this makes hardware prices a target for 
price cutting, said Mr. Rankin, who also 
said he believed the complication of hard- 
ware discounts has kept chain stores out 
of many hardware lines. 

Leading a discussion, “How Can Jobbers 
Assist Retailers?” C. J. O'Neill, O’Neill- 
McNamara Hardware Co., Vicksburg, Miss., 
said in part: 

“The jobber should keep a well-balanced 
stock of everything the retailer is likely 
to want. The jobber’s salesmen are almost 
in daily contact with retail dealers in their 
respective territories, and know the class 
of merchandise that is best suited for the 
trade in each different locality. The job- 
ber should keep a good stock of standard 
brands, and have his salesmen talk quality 
rather than price, because in doing this 
he is offering something the chain store 
cannot offer. At the same time, I do not 
believe the jobber should confine himself 
to trade-marked or standard brands only. 
I believe he should keep a fair amount of 
cheaper grade goods to be able to furnish 
as wanted, and so place the retailer in po- 
sition to meet competition. 

“While I believe strictly in selling high 
class goods, I have found it necessary to 
handle some cheaper lines to meet trade 
conditions; then, again, the cheaper article 
in many cases helps sell the better grade. 
It is a well-known fact, that the class of 
goods distributed by chain stores in most 
cases is not up to standard, and is sold 
on price only. The jobbers’ salesman, in 
my opinion, should render his retail cus- 
tomer as much assistance as_ possible, 
offering to help him in arranging his stock, 
window displays and contacting with some 
of his customers for the purpose of help- 
ing him in the sale of such goods, as major 
electrical appliances, etc.” 


Wednesday Joint Session 


The two associations met jointly on 
Wednesday morning with Presidents Alver- 
son and Pharr sharing the honors of pre- 
siding. C. S. Clark, executive secretary, 
Made in America Club, Inc., Chicago, 
made the opening talk which was a spirited 





appeal to distributors to concentrate on 
American-made goods and for producers to 
label prominently all merchandise “Made 
in U.S.A.” or “Made in America.” Ex- 
tracts from his comments follow: 

“For the past 18 months depreciated 
foreign currencies have been exerting and 
undermining influence upon our economic 
situation. First—by nullifying our tariffs 
so that our home markets, American goods, 
have been displaced, factory output cut 
down and employment decreased. Second 
—by depressing price levels and prevent- 
ing any upward price movements—as a 
basis of fair return for American labor 
and capital. 

“Over one-half of the products coming 
into the United States, including electric 
light bulbs, matches, chinaware, cutlery, 
cotton goods, felt hats, canned fish, shoes, 
rubber footwear, rugs, hardware, wire 
fencing, steel and cement—are_benefit- 
ing from the advantage of depreciated 
currencies. Every dollar spent for these 
importations is a dollar diverted from 
American labor. 

“Many products imported in small quan- 
tities and sold at less than the most of manu- 
facture here determine the price of Ameri- 
can products of the same character. Ameri- 
can manufacturers feel compelled to cut to 
the lower price levels to meet the competi- 
tion. 

“There are certain domestic products 
that we produce in quantity—of better 
quality and at Jower price levels than any 
of our competitors. For these products we 
are internationally famed and we will al- 
ways have outlets for these products. 

“For any who fear retaliation the fol- 
lowing is very interesting. At a conven- 
tion of the American Economic Association 
in Cincinnati in December, somewhat of a 
bombshell was thrown into the discussion 
when it was brought out that at the peak 
of prosperity exports represented only six 
per cent of the total national income, or 
only two per cent of our production. 

“There are high-grade staple products of 
foreign manufacture and raw materials 
which contribute to our well-being, con- 
venience and industrial progress, which 
have a just and proper place in our eco- 
nomic scheme. I refer to tea, coffee, sugar, 
shellac, silk, cork, hemp, opium, quinine, 
mica, nickel, tin, and tungsten. These 
products we shall continue to import. We 
have no desire to destroy the export busi- 
ness of European countries. There are, 
however, hundreds of manufactured prod- 
ucts that we now import for which we can 
and should find domestic substitutes. 

“In supplying the American equivalent 
for the imported articles we will be assur- 
ing ourselves of increased industrial ac- 
tivities, we will lessen unemployment and 
provide those means that will contribute to 
the restoration of the balanced prosperity 
we are so earnestly seeking. 

“A member of the Illinois Manufacturers 
Association said recently: ‘If every factory 
employee in America would start buying 
only goods made in America—within one 
month over a million men would go back 
to work.’ I believe that to be a conserva- 
tive statement. 

“Depreciated currencies and low labor 
costs abroad have practically wiped out 
tariff protection for more than a score of 
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American industries. Approximately 66 per 


cent of all imports are on the free list. 
These countries with depreciated cur- 
rencies, low wages or both, are able to man- 
ufacture and ship into this country, pay 
a stiff tariff and still undersell the prod- 
ucts of many industries. 

“Farmers, dairymen, cattlemen, cotton 
growers, cotton cloth, leather, cement mak- 
ers, iron and steel manufacturers and the 
fish industry appear to be the principal 
sufferers from the dumping of foreign mer- 
chandise. 

“Tt is commonly supposed that American 
manufacturers can always resist successful- 
ly attempted invasions of their markets 
by reason of the protection afforded by 
the tariff. Unhappily this is by no means 
uniformly true. 

“No American expects to shut out prod- 
ucts that are not and cannot be made at 
home. On the other hand, when foreign 
manufacturers, by reason of low wage 
scales, cheap transportation, depreciated 
currencies, and export bounties, are ac- 
tually able to deliver in American cities 
what may be called standard American 
goods, at prices actually lower than the 
home manufacturer can meet, then we have 
a situation of immediate and serious con- 
cern to every dweller in the United States. 

“Precisely such a situation exists at this 
moment. Foreign-made goods, often copies 
from American originals, or derived in the 
first place from American scientific genius 
and mechanical skill, at this moment are 
invading the American market. Industries 
which never until now have known serious 
foreign competition are experiencing a 
diminution of output, traceable only to this 
new and dangerous invasion. 

“American factories, their operations al- 
ready reduced, are suffering further reduc- 
tion of output. Unemployment, already ter- 
ribly serious, is being actually increased. 
This is a state of affairs which cannot 
be permitted to exist. Nor need it exist. 
No American needs to buy what may be 
called standard products, from a foreign 
maker, for all such products can be, and 
are being made better at home. 

“No American will do anything of the 
sort, once he realizes that by so doing he 
is actually helping to perpetuate economic 
depression, unemployment and general dis- 
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tress, thereby definitely preventing the re- 
turn of prosperity to his own business. 

“Tt is no doubt true that the economic 
situation of the whole world is at the mo- 
ment unsatisfactory. Nearly all civilized na- 
tions are today trying to become economical- 
ly self-sufficing; they are encouraging home 
production and discouraging imports; each 
is trying to get rid of a steadily mounting 
surplus of exportable goods, despite hos- 
tile tariffs and ocean freights. 

“In our scramble for low prices and see- 
ing how cheaply we can buy, we have 
fallen into the habit of buying foreign- 
made merchandise, not realizing what it 
means when we do so. The fact that 
‘They are re-imported’ seems to give a 
thrill to many buyers. We are paying for 
this folly with closed factories and ten mil- 
lions unemployed. There are a total of 65 
products being dumped on our shores that 
have been under investigation by the Com- 
missioner of Customs at Washington. Euro- 
pean wage cuts have been much more dras- 
tic and deeper than in the United States. 
A survey made by the U. S. Department 
of Labor reveals that the average factory 
wage in America is 60 cents per hour. The 
corresponding wage in France is 12 cents 
per hour; in Italy 9 cents per hour, and 
in Japan 7 cents per hour. 
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“For the purpose of bringing these facts 
home to the American people, the MADE 
IN AMERICA CLUB has been incorporated 
by manufacturers. Our slogan is GIVE 
WORK, Decrease unemployment and aid in 
the reopening of closed factories. We pay 
no salaries. Our headquarters and office 
equipment have been donated. Part of 
our stenographic staff is donated. 

“The Club telling its story of how Ameri- 
can prosperity may be restored to every 
American man and woman. It is showing 
how a steady insistence upon the purchase 
of AMERICAN-MADE GOODS only will 
itself, from the very beginning, infuse 
new life into American business and start 
the upswing of American employment. 

Offering a wholesaler’s views in the 
“Buy American” discussion Oscar J. 
Koepke, Corpus Christi Hardware Co., 
Corpus Christi, Texas, said manufacturers 
have done a good job furnishing jobbers 
with goods which fit available purchasing 
power. This was necessary, he said, be- 
cause people do not have the money for 
standard goods and many distributors have 
had to about-face in their attitude toward 
goods in order to meet the current situa- 
tion. This need for lower price goods, says 
Mr. Koepke, often leads to the purchase of 
foreign goods, some of which he has found 
satisfactory and some not at all suitable 
for the American market. He cited certain 
Norwegian fishhooks as being very good 
but found Jap lamps inferior. He ex- 
pressed sympathy with the “Buy Ameri- 
can” argument but felt that this country 
cannot isolate itself from the world in 
its purchases and expect the world to buy 
American goods. The speaker cited several 
examples of Texas products which enjoy 
a large foreign market which prompted 
Texan business firms to reciprocate. 

J. W. Neil sales manager, The American 
Thermos Bottle Co., New York City, said 
the big issue at stake is to keep Americans 
employed, as that is the only way this 
country can enjoy prosperity. He said 
the United States consumes 50 per cent of 
all the goods sold in the entire world and 
was naturally a first choice market for 
the rest of the world to seek. He also said 
his company’s owners had _ production 
facilities abroad where thermos bottles 
could be made at a fraction of the cost 

(Continued on page 50) 
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7 Reasons 


Why 


YouShould Sho 
at BARRETT 


*]- 


Latest Improved Merchandise E 


2 Price Ranges 


1. Quality merchandise nationally advertised. 
2. The cheapest merchandise that is good. 


For an illustration we use two grades of our garden hose. 


5%” Competitive Moulded Hose will give a reason- 
able amount of service. Is well worth “= 79 
the price — 50 Feet . 

” Vixen Moulded Cord Construction. Made of 


hdl live rubber. Will give several sea- 
son’s service with care — 50 Feet. . $3 95 
-3- 


1 aint from an inexperienced 
ale ane Tt you know just what we have in mind 


You know we have new | prices on our complete line 


4° 
aang Assortments 
To illustrate th ature we list 10 sizes of #lectric fans 
from our stock 
Ace 8” 1 Speed Stationary ° $2.95 
Century 8” 1 Speed Stationary $6.50 
Cool Spot 8” 1 Speed Oscillating $8.95 
Century 8” 1 Speed Oscillating $11.50 
Century 10” 1 Speed Stationary $11.50 
Century 9” 1 Bpeed Oscillating $13.50 
Century 10” 1 Speed Oscillating $16.50 
Oeutury 10” 3 Speed Oscillating $18.50 
Century 12” 3 Speed Oscillating $28.59 
Century 16” 3 Speed Oscillating $35.00 


5: 
Efficient Delivery Service 


Two trips daily to ail parts of the city. Courteous drivers 


6: 
Special Values 


By paying cash and buying in large quantities we are 
able, particularly at this time, to make extremely low 
prices on many seasonable items. You'll find them al! 


over our store. Here's a good iilustratiod 


ee TANNED CHAMOIS. $1 49 | 


Shop Service 
Under 2 roof you find all of t e handy services 


Keys made. Kodak tilms developed, mowers sharpened 


paint sprayers rented, shears and knives sharpened, p 
threading ¥%4” to 8 inches, all kinds of soldering’ sod tin 
repair work, tennis rackets restrung, golf clubs repaired 
belts laced, saws filed, lawn rollers rented, and our lates: 
complete machine shop to grind automobil 


e machining 


service is a 


pistons and ether automotiv 





hota Posted Salespeople | 


fi Sunbeam lronmaster x F 
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Approaching the 
with Advertising 


By J. A. WARREN 
Associate Editor, Hardware Age 


ARDWARE stores should 

consider the importance of 

holiday trade, just as drug 
stores and department stores do. 
Probably no line of retail business 
has so many opportunities to tie in 
with the holidays, particularly the 
summer holidays, as the hardware 
store has. Take the Fourth of July, 
for instance: picnics, sports, fishing, 
etc., all point to the hardware store 
as an outfitting depot. 

If hardware stores use adequate 
space to clinch this thought in the 
minds of the customers, they will 
reap a fine harvest of holiday busi- 
ness. It is here that actual illus- 
trations of actual merchandise will 
do most good. The mere sight of a 
vacuum jug, a fishing rod, a tent, 
a baseball outfit, tennis racquet, 
will almost start active preparation 
for a day out. A more powerful 
magnet would be hard to imagine. 

The advertisement of Swank’s, of 
Johnstown, Pa., is a good model to 
fashion an ad on holiday goods by. 
This store devotes real effort to es- 
tablishing its sports department as 
a source of finest sport equipment. 
Swank’s make it possible for local 
sportsmen to obtain their fishing 
licenses in town, instead of travel- 
ling to the county seat, 18 miles 
from Johnstown. This ad is well 
arranged and the various elements 
are well separated. The whole ad is 


easy to read—a quality to be 
sought by all advertisers. 
While the Moving Is Good 


It is during the hot months that 
the hardware store should concen- 
trate on moving much of its mer- 
chandise. Refrigerators, ice boxes, 
fireless cookers, fans, gas and oil 
stoves, electric appliances, in fact all 


hot weather goods are in natural 
demand. Some people claim that 
the time to advertise is when things 
are slow, but the facts are that when 
certain seasonable merchandise is in 
natural demand the volume can be 
pushed to greater heights than can 
be done at any other time. Drive 
the natural demand hard and move 
the goods while the moving is good. 

A good thing to remember about 
hot weather buying on the part of 
consumers is that while they visit 
the store less frequently they can be 
sold more items when they come in. 
It is simple enough—they wish to 
save unnecessary trips. Don’t ac- 
cept the suggestion that no business 
is to be done simply because the 
dog days are here. People’s needs 
are just as many, but try to increase 
the sales by advertising and intelli- 
gent selection of items. Seasonal 
items like fans, ice cream freezers, 
etc., are more likely to interest the 
reader on- hot days than ordinary 
staple items, and, while advertis- 
ing has no magic to make people 
buy, you can, by featuring these 
seasonal items, guide people to your 
store. If your ad does this for you 
—be pleased with it. 


Hot Weather Layouts 


Since we should consider that 
people’s inclination to read is prob- 
ably subnormal in hot weather, we 
should give our ads an appearance 
of openness. This is done by leav- 
ing plenty of white space and ar- 
ranging the items in orderly fash- 
ion to give a neat appearance. A 
jumbled up ad can positively give 
one the headache in hot, stuffy 
weather. People just pass it up; so 
it is better to run less items and 
have them read than to use up every 


HARDWARE AGE 




















.e Holidays 





w 


ws Ww Ww WM 68 








bit of space and have none of them 
noticed. As the weather cools we 
can use the space more. 

Getting back to the ads illustrated 
on these pages: Note the two items 
in the summer sports ad of Swank’s. 
The lawn chair and the vacuum jug 
stand out “like a sore thumb.” The 
boxing of the items and the strong 
display lines cooperate with the il- 
lustrations to demand attention. 

Another ad, featuring golf goods, 
shows how this same store ties in 
with a local interest event. This is 
a commendable plan wherever it 
can be used. 

The advertisement of Barrett’s, 
Joliet, Ill., is a fine example of com- 
bination institutional and merchan- 
dising copy. Well worked in with 
items and prices are seven good rea- 
sons why customers should buy at 
Barrett’s. Its typography is pleas- 
ing because it definitely displays the 
various component parts and yet the 
display lines are not over-empha- 
sized. 





SWANK’S Main & Bedford Streets SWANK’S 








We Congratulate the 
MOOSE 
Special tayo On the Opening of a 
*1°| Sporty Golf Course 


29 A splendid sport gains interest, when 
ie the new Moose course opens this 
fe s] Saturday. Located in a beautiful 
Canvas | Setting, the builders are to be com- 
er | mended for its excellent condition and 
5 00 tricky play, which should mean re- 
3° markable success. 


EVERYTHING GOLFWISE 
Reach-Wright & Ditson Wilson 
Golf Equipment—Center—Main Floor. 


SWANKS 
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Summer Sports Begin at Swank’s 







Sports for the Holiday....and 
Every Summer Day to Come 


'y Equipment for every sport is ready in Swank’s. Main Floor 
' ty Sporting Goods Section. And every piece of equipment bears a 
name that has been the reliance of sportsmen for years. Like 
coming among old friends, so you can choose quickly and safely, 


and the new low prices are very attractive. 





TENNIS GOODS 


Johnstown's largest and finest as- 
sortment of every tennis need at new 
low prices, Ali new models this sea- 
son, 


Rackets . ..95c to $13.50 
Balls... ....350 and 40c 
Presses ..$1.00 and $1.25 
Nets ......$7.50 to $12.00 
Covers ...$1.00 to $2.00 





ARCHERY GOODS 


Here the archer will find a complete as- 
sortment of equipment necessary to make 
this sport enjoyable. All arghery equipment 
if of finest quality, which makes possible 
higher accuracy and longer use. 














For FISHING 


Swank's is fishermen's headquarters 
for better tackle as wel] as licenses. 
Look over your supply of tackle today. 


i eee 75c to $20 
Serre 25c to $15 
ee eer 5c to $7.00 


Hooks, 5c Doz. to 6 for 45c 
Baskets ...$1.25 to $1.75 
Casting Rods $3.00 to $15 
Wading Boots 


$4.45 to........ $7.45 
Buckets ... $1.50 to $1.95 
ear 75c to $2.50 














QUOITS 
Set of 4 


95¢ to s1.35 


HORSESHOES 


8 9ctos2.sorr. 


KAMP-KOOK 
GASOLINE 
STOVES 


$5.50 to s]4.00 


CROQUET SETS 


95¢ wo s§.00 


JIFFY COOK 
GASOLINE 
STOVES 


4.95 


FLAG SETS 
5-Flag Set and 15s 





Holder... 

An unusual value. Set co 
sist of 5 silk-and-lisle Mags on 
blue staffs with gilt spear. 
Holders are made of . sirong 
metal; permit hood to be raised 
U. S. Shield, in colors, on front 
of shield. May be used on au- 
tomobile, porch railing or win- 
dow sill. 


FLAGS 


Good Quality Flags 
mounted on blue enameled 
staffs. Gilt spears. 











8x12 Inches, Each ..............5¢ 
9x14 Inches, Each ............ 10 
12x16 Inches, Each ......... 15¢ 
15x24 Inches, Each “.......20c 
18x30 Inches, Each ... 25¢ 


22x36 Inches, Each. ........35¢ 
30x48 Inches, Each ........95¢ 


LARGE FLAGS 


5 Feet by 8 Feet 


$9.25 and $9.95 
















BASEBALL GOODS 


All the recognized developments in 
Gloves, Bats, Masks, Protectors, Balls, 
for the sandiotter and those in profes- 
sional ranks, 


Fielders’ Gloves 50c to $7.50 
Mitts .... — ..$1.15 to $10 
Baseballs ....10c to $1.75 
Shoes . .. ..$3.50 to $5.00 
id sacs cat 25c to $3.00 





' MUSHBALL. GOODS 


The finest mushbell equipment available. 
The Rawlings PROTEN ball offers longer 
life and is very easy to handle. The Lowis- 
ville Sing Official Bat is the correct 


weight and fencth 
NOTE—This equipment has been 
ial Fauipment for 








adopted as Offic 
several focal rr 








ES NT 
For the GOLFER 


Those golfers who. are particular 
about their equipment will find 
Swank's full assortments especia"v 
helpful. 

Matched Irons (Set of 5) 
$18.75 to $47.50 
Matched Woods (Set of 3) 
$18.00 to $40.50 
Single Irons $3.75 to $9.50 
Single Woods $4 to $13.50 
Golf Bags $2.50 to $18.50 
Golf Balls ..... 25c to 75c 
Golf Tees 15¢ box to 89c box 








adjustable backs. 





LAWN CHAIRS 
Chair Only 


S9c 


With Foot Rest ........$1.29 
With Canopy Top ....$1.95 

A real chair for summer comfort and rest. 
Sturdily built with SELECT MAPLE FRAMES 
Striped canvas, one-piece seat and back. Arm rests, 


low price. 








VACUUM JUGS 


98c 


Gallon Size 


Universal Jugs, 1st Quality $2.0 Ni 


Here's a Jug that will keep liquids or solids hot 
or cold. Tight-fitting lid under screw type Cap. 
Strong Handle; wide mouth. A fine value at this 
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Siow Paying Customers 





Cause Greatest Credit Losses 


Mr. Kendall, author of the accompanying article, is one of the 
proprietors of the Stewart Bros. Hardware Co., 86 N. Main St., 
Memphis, Tenn. For many years he has studied retail collec- 
tion and credit problems, and has made major contributions 
to the efficient operation of the Memphis Retail Credit Assn. 
He is a member of the Board of the Nation Retail Association. 
He is, therefore, especially well qualified to discuss his subject 
in an authoritative manner. 


By WEAVER R. KENDALL 


LOW paying customers and 
~ not “dead-beats” cause the 

greatest credit losses. My con- 
tention is based on the fact that 
most “dead-beats” are now properly 
catalogued as such by credit report- 
ing bureaus. Also, government 
figures show that losses from bad 
debts are insignificant when proper 
precautions are taken in granting 
credit. When too many “slow pay” 
accounts appear on a firm’s books, 
money must be borrowed from the 
bank and interest paid to carry 
along the delinquents. In addition, 
collection averages are forced down 
and capital turnover is retarded. 

Therefore, it seems the slow pay- 
ing individual should be declined 
credit, if the application is for a line 
of credit in a store where the appli- 
cant has not previously had an ac- 
count. Usually the chronic slow 
payers finally wind up in the store’s 
profit and loss accounts. 

Determining the responsibility of 
the applicant is the most important 
function of the credit granter and 
success will be determined largely 
by the ability to make correct de- 
cisions. It is not always the credit 
granter making the best showing on 
losses who is the most profitable 
man to his employer. If the credit 
granter is unreasonably strict it will 
incur ill will for the firm and result 
in a loss of trade. If too lenient, 
losses will be out of proportion to 
sales, and collections will have to be 
enforced by drastic action, which 
also makes for ill will. 

It is apparent that the position 
of credit granter is one of genuine 
responsibility. To become an out- 
standing success, one must have a 
knowledge of general business con- 
ditions, commercial law, some un- 
derstanding of human nature, keen 
observation, good judgment, cour- 


AB 


tesy, and executive ability. It is the 
credit department that: binds cus- 
tomers to the store, makes them re- 
peat customers, and creates a regu- 
lar and dependable clientele. 

In the so-called “good old days,” 
your competitor was your dearest 
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enemy and you would not dream of 
asking him for information, so 
credit granting was largely guess- 
work. However, margins were long; 
the community small; you came in 
direct contact with your customers, 
knew them personally and many in- 
timately, so the percentage of right 
guesses was usually large enough to 
keep the sheriff away. 

With the growth of the communi- 
ty came keener competition, and 
closer margins, and the intimate per- 
sonal contact gradually disappeared. 
It then began to dawn ‘on mer- 
chants that being too secretive was 
doing more harm than good. The 


new need was met with the forma- 
tion of the National Credit Associa- 
tion, which now has 1200 local asso- 
ciations throughout the nation. The 
organization has largely taken the 
“guess” out of credit granting, as 
there remains little excuse for fail- 
ure to-secure complete and detailed 
information before making a de- 
cision. 

In extending credit of any kind, 
the three C’s—Character, Capacity 
and Capital are the guides, but in 
individual, or consumer credit, 
character looms larger than in any 
other type of credit. This is true be- 
cause probably 50 per cent of con- 
sumer credit, especially in the small- 
er accounts is based entirely on 
character. A reputation for honesty 
is indeed a most valuable asset, and 
where this -quality is lacking, few 
chances should be taken. 

In determining the responsibility 
of the applicant you cannot afford 
to guess; you must know. It is easy 
to authorize more credit in ten min- 
utes, on impulse, than can be col- 
lected in ten years. Don’t judge 
your applicant by appearance or 
conversation, these are often decep- 
tive. As the first step secure a re- 
port from the local credit bureau. 
Refrain from calling the references 
given by the applicant direct unless 
the case is unusual. The reasons for 
not calling the references direct are: 
1—Because the information given 
will not be of record in the bureau 
and the master card will not be 
complete and up-to-date. 2—TIn the 
case of adverse information, where 

(Continued on page 76) 
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A New Era in Competition 


It is now established that com- 
merce can and is promoted by rea- 
sonable prices and fair competition; 
that commerce is stifled and mo- 
nopoly promoted by ruinous prices 
and injurious practices. 

Arguments regarding, or presump- 
tions of, sinister intent or domina- 
tion based upon mere uniformity of 
price lists or net prices of a stand- 
ardized product run counter to the 
contrariwise legal presumption of 
lawful purpose, economic law, and 
the universal and direct effects of 
competition itself. 

The regulation or prevention of 
certain practices, though resulting in 
stable prices and even higher prices 
than would obtain otherwise, does 
not mean that competition neces- 
sarily has been unduly restrained. 

The test is, has the public been in- 
jured, competition unreasonably re- 
strained, or is there a tendency to 
monopoly because of an honest ef- 
fort to correct certain injurious prac- 
tices? 

There is much confusion of 
thought concerning the Anti-Mon- 
opoly Laws. The confusion arises 
only if we do not know what question 
is being asked and answered. 

The Sherman Law, the Clayton 
and Federal Trade Commission Acts, 
all were established under the ban- 
ner of the freedom of the individual, 
but subject to reasonable restraints. 
Those laws have been abused and 
misconstrued. They have created 
engines of oppression and have been 
used as such instrumentalities. But 
now, cognizance is being taken of 
actual and not theoretical economic 
forces and factors in Court decisions 
and legislation. “Regimentation”— 
the planning and controlling of in- 
dustries, is now supplanting laissez- 
faire, which means the regulating 
and restraining of individual initia- 
tive to prevent injurious competitive 
practices. These issues are on the 
present Congressional docket. We 
at the moment are on the verge of 
mandatory, compulsion of intra-in- 
dustry cooperation to fix hours of 
labor, minimum wages, sales prac- 
tices, allocation of production, pre- 
venting sales below costs, and many 
other things. 

Heretofore, theoretical economists 


JUNE 8, 1933 


(Continued from page 35) 


have influenced the interpretations of 
the anti-monopoly laws. Facts are 
construed to mean control of com- 
petition and not merely a reasonable 
and incidental regulation to make 
competition more orderly and hon- 
orable. 

It presupposes a theoretically per- 
fect market, which never has nor 
ever will exist; it worships false eco- 
nomic deities; it does what the laws 
never intended, in that it makes a 
fetish out of competition and as- 
sumes it should be free from any 
interferences whatsoever. 

The free traders (not meaning 
tariff free traders) have missed the 
real intendment of the Sherman Law, 
although the courts have repeatedly 
said that regulation of competitive 
trade practices promotes commerce. 

The development of modern in- 
dustrial technique, mass production, 
and an unwillingness to accept some 
of the social consequences, make it 
impossible to return to the unreg- 
ulated competition of the last cen- 
tury or even more recent years. 

No economist who has had any 
practical experiences would advo- 
cate a “perfect market” measurably 
fitted to the days of barter, but un- 
thinkable as applied to the intrica- 
cies of a national distributive system. 

Free traders and theoretical advo- 
cates of equilibrium economics base 
their arguments upon a_ perfectly 
self-adjusting industrial automaton, 
responding accurately and automat- 
ically to the pull of profit and loss; 
envisaging competitors in the lively 
struggle for orders as reeds swaying 
and gently undulating in the sooth- 
ing breezes of the market. 

Classical economists and dead 
legal precedents tell us that free 
competition prevents the selfish in- 
stincts of individual business men 
from exploiting the public. That the 
free play of economic forces will be 


automatically directed to the max- 
imum possible benefit of the com- 
munity. That the individual au- 
tomatons would have the satisfaction 
of knowing that they were becoming 
richer at the maximum rate and that 
society was becoming wealthier and 
better, more rapidly than under any 
other system, and peace, happiness 
and prosperity would become uni- 
versal, 

Devout economists heretofore have 
diagnosed our troubles as being due 
to interferences with the freedom of 
exchange, and if only their advice 
would be heeded, business could be 
led back from the edge of the abyss 
into a promised land of economic 
progress and stability. 

That the law of supply and de- 
mand will insure just enough pro- 
duction to satisfy the needs of con- 
sumers. Fallible human judgments 
will be excluded from all calcula- 
tions regarding production and mar- 
keting. That there will be just 
enough paper to go around and just 
enough ink to cover it. Because if 
too much paper is produced, the 
price will go down and the produc- 
ers would be discouraged. 

These things are not true; such a 
commercial Utopia does not result 
from the unregulated individual pur- 
suit of pecuniary rewards. 

Even the most orthodox of econ- 
omists now admit that nothing could 
be farther from the truth, and even 
the best of them, and the staunchest 
advocates of rigid enforcement of 
anti-monopoly laws, are astounded 
and horrified by the chaos and uni- 
versal destruction, the staggering 
waste of greatly needed wealth, the 
bankruptcies, and unemployment. 
There is a shocking unanimity of 
opinion that ruthless industrial war- 
fare and destructive competition 
hurt the public and must cease and 
desist. 





COMPETITION 


The Theme of N.R.H.A. Congress is 
“Competition.” Read the Story in the 
Next Issue 
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of manufacturing them in this country but 
that these owners felt such tactics unfair 
and so would continue to produce in the 
United States. 

The discussion was brought to a close 
by H. B. Wilson, Mathias Klein & Co., 
Chicago, who said it was seldom mentioned 
as a fine example of free trade but that 
commerce among the 48 states of this 
country was such an example and that we 
have built up a market of tremendous 
volume such as was never seen or ap- 
proached before. It was only natural, said 
he, that impoverished countries would be 
attracted to such a market. We are not 
going to be foolish about keeping out all 
foreign goods, the speaker continued, but 
the things we can make here should be 
made here. Our imports are coming from 
countries with the lowest living standards 
and if we don’t have tariff protection, and 
support the “Buy American” campaign, 
our present costs and labor wages will 
not allow us to compete, he said. Mr. 
Wilson closed urging support of the Made 
In America Club, Inc. 

Mr. Alverson suggested that delegates 
look at their insurance policies upon their 
return home and see how many were writ- 
ten on foreign companies, despite the fact 
American insurance companies are pro- 
hibited from doing business in practically 
every other country. 

Mr. Stratton introduced the next speaker, 
B. Kirk Rankin, publisher of The South- 
ern Agriculturist, Nashville, Tenn., who 
talked briefly on the farm outlook, saying, 
“When farmers are in better shape every- 
thing else will improve.” Mr Rankin said 
it was fortunate that the new President 
was well trained for his job, having ex- 
perience in statecraft, being politically 
minded and farm minded. He said the 
administration is making strenuous efforts 
to improve farm purchasing power and 
continued in part: “Business at last is 
going to have a chance to stabilize condi- 
tions so that a majority in any given in- 
dustry may put their policies in effect so 
that profits can be made without the con- 
stant danger of demoralization by the un- 
ethical practices of minorities. 

“Today is the opportune time for all 
industries to form committees or make 
other plans to take immediate advantage of 
the industry control program now being 
worked out in Washington. Business has 
been hampered in all its efforts towards 
cooperation in recent years by the strict 
provisions of the Sherman Act (anti-trust 
laws). The new plans, in effect, permit 
cooperation in business and industry which 
we have always regarded in the past as 
not permissible. 


Jobber’s Thursday Session 


The final session of the Jobbers’ associa- 
tion was held Thursday morning. Prior 
to the routine business of closing the con- 
vention, John K. Dyer, Doherty Hard- 
ware Co., Baton Rouge, La., made an able 
talk as an introduction to the open forum 
discussion on sales work which he led. 
Prefacing his remarks with the comment 
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he would rather sell goods than eat and 
that everyone present knew how much he 
loved to eat, Mr. Dyer stressed his prefer- 
ence for selling highest quality merchan- 
dise because both seller and buyer were 
always better satisfied. Speaking of the 
contest between price goods and quality 
goods he said in part: “I find that in- 
variably quality has won out for the rea- 
son that when you sell quality to a cus- 
tomer you have finished your job—and he 
is going to come back again and again 
requesting the same item that has served 
him so well in the past. But this is not 
true with price merchandise, for in such 
sales every single time the buyer is in 
the market for goods that are sold at a 
price, he awards his business to whoever 
has the lowest price.” 

Mr. Dyer opposed the abuse so common 
in connection with “guarantees” and ar- 
rangements offered as “confidential.” On 
these two points he said: “The items that 
have given us the most trouble in recent 
years are the ones our sales-people have 
sold with unlimited guarantees. In other 
words, in lots of instances they have sold 
guarantees, rather than the product itself. 
And the confidential you are offered or can 
get is the same thing offered and given to 
every other jobber.” 

He continued, “We are eternally sparr- 
ing with the manufacturers relative to pro- 
tecting ourselves against an ever-declin- 
ing market on the one hand and on the 
other side have our own sales-people de- 
siring to go out and give our merchandise 
away without a profit.” He had reference 
to the difficulty of getting protection 
against declines when the declines had 
to be immediately passed on the customer, 
which practice could not be followed as 
closely on the upturn of the market. 

In closing Mr. Dyer urged “Buy quality 
merchandise from old established manu- 
facturers who have a policy and who manu- 
facture merchandise that will stay sold, 
and be the kind of quality that will en- 
courage repeat business and not have to 
be sold over and over again. Pay less at- 
tention to the price ‘situation, because 
every time you sell merchandise that has 
to be sold on price alone you are usually 
selling so much more or less junk.” He 
also favored buying American made goods 
and said his stock included less than $300 
in foreign goods. 

In the discussion which followed, the 
opinion was general that business was 
showing a decided improvement in the past 
two weeks due to the advancing market; 
that quality merchandise and _ standard 
brands should receive every preference and 
that such quality merchandise would re- 
sume its rightful popularity in the ad- 
vancing market. There was no disposition 
to overlook the competition of lower pzices 
or to believe blindly that lower prices al- 
ways meant inferior quality, yet the prefer- 
ence toward standard brands was very 
marked. There was also general agree- 
ment that too often a salesman’s word was 
taken as evidence of competitor’s price 
cutting when an investigation proved such 
was not the case. 


W. I. Moody, Orgill Bros. Co., Memphis, 
Tenn., was chairman of the auditing com- 
mittee and was assisted by Chas. Nuchols, 
The American Hardware & Equipment Co., 
Charlotte, N. C., and Bruce Keener, Jr., 
C. M. McClung & Co., Knoxville, Tenn. 
This committee reported the books and 
records of both secretary and treasurer to 
be in perfect order and proper form. 

Mark Lyons, McGowin-Lyons Hardware 
& Supply Co., Mobile, Ala., was chairman 
of the resolutions committee. Other mem- 
bers were Fred M. Smith, Monroe Hard- 
ware Co., Monroe, La., and Walter Keith, 
Keith-Simmons Co., Nashville, Tenn. 

In addition to resolutions of thanks to 
officers, speakers, committees, etc., the asso- 
ciation enthusiastically adopted the follow- 
ing: 
“RESOLVED, That we express our great 
interest in, and wholehearted approval of, 
the plans which are now being worked out 
by President Roosevelt and the administra- 
tion at Washington to stabilize business 
and industry, and that as an association 
representative of the wholesale hardware in- 
terests of the Southern States, we express 
our sincere desire to cooperate in every way 
that may be possible to the end that these 
plans may meet with the fullest measure of 
success.” 

Thos. R. Frazer, Rome Hardware Co., 
Rome, Ga., was chairman of the nominating 
committee, assisted by A. C. Cade. Allen 
& Jemison Co., Tuscaloosa, Ala., and W. W. 
Plowden, Sabine Supply Co., Orange, Texas. 
This cammittee recommended the reelection 
of incumbent officers, which plan received 
unanimous support of the membership. 

Officers of the Southern Hardware Job- 
bers’ Association elected were: President, 
Finis E. Pharr, Buhrman-Pharr Hardware 
Co., Texarkana, Ark.; first vice-president, 
W. M. Bonham, C. M. McClung & Co., 
Knoxville, Tenn.; second vice-president, 
R. H. Baker, Fones Bros. Hardware Co., 
Little Rock, Ark.; third vice-president, W. 
W. Plowden, Sabine Supply Co., Orange, 
Texas, and honorary vice-president, John 
Donnan, W. S. Donnan Hardware Co., Rich- 
mond, Va. Treasurer W. A. Parker, Beck 
& Gregg Hardware Co., Atlanta, Ga., and 
Secretary T. W. McAllister, Southern 
Hardware, Atlanta, Ga., were reelected. 
R. P. Boyd, Savage Arms Co., and secretary 
of the Old Guard, continues to serve as 
Sergeant-at-arms as he has for so many 
years. Members of the executive committee 
are: W. I. Moody, Orgill Bros. & Co., Mem- 
phis, Tenn., Mark Lyons, McGowin-Lyons 
Hardware & Supply Co., Mobile, Ala.; J. L. 
Pitts, Brown-Roberts Hardware & Supply 
Co., Alexandria, La.; John K. Dyer, Do- 
herty Hardware Co., Baton Rouge, La.; 
C. J. O’Neill, O’Neill-McNamara Hardware 
Co., Vicksburg, Miss., and Chas. Nuchols, 
American Hardware & Equipment Co., 
Charlotte, N. C. 

Following brief remarks of acceptance by 
the officers the convention adjourned. 

The manufacturers do not elect officers 
until October. Their officerg are: Presi- 
dent, A. E. Alverson, Greenlee Tool Co.. 
Rockford, Ill.; vice-presidents, J. P. Mc- 
Kinney, McKinney Mfg. Co., Pittsburgh, 
Pa.; R. G. Thompson, Lufkin Rule Co., 
New York City, and A. P. Van Schaick, 
The American Chain Co., Bridgeport, Conn. 
Chas. F. Rockwell is secretary-treasurer. 
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Bust Among Ourselves 


HE Memphis convention, held 
this month was the best tonic 
I have had in four years. At- 
tendance was about 500. Southern 
hardware jobbers and manufactur- 
ers both reported tangible evidence 
of business improvement in the past 
two or three weeks. This was not 
merely the “improved sentiment” 
we have feasted upon so hopefully, 
so often—but actual records of in- 
creased sales’ volume and _ specific 
evidence of better collections. Exec- 
utives who have been talking budg- 
ets and extreme caution in buying 
were discussing sales plans and 
thinking in terms of doing business 
for a profit. During the convention 
manufacturers received telegrams 
announcing advances, either in effect 
or to become effective within a short 
period. There was business done at 
Memphis. The prospect of higher 
prices has, of course, stimulated 
business and given commerce the in- 
centive to “get going.” It is obvi- 
ous that most wholesale and retail 
stocks are very low and that higher 
prices are already under way as a 
result of the inflation program. 


HA 








Putting stocks in proper condi- 
tion would alone represent substan- 
tial business volume. If we can keep 
inflation under control and continue 
to advance prices intelligently (as at 
present), we can truthfully feel that 
we have started to rebuild our com- 
mercial structure. At best, it won’t 
be a rapid recovery, nor do we 
want it that way. Here and there 
an industry or a section reports 
“boom times” but fortunately these 
occurrences are incidental. The true 
picture is a little more here and a 
little more there, with good balance 
being shown on all sides. 


— HA — 


VEN the three trained ducks, 

“Peabody,” “Chisca” and 
“Gayoso,” perched on the Peabody 
Hotel lobby fountain seemed to 
sense the spirit of the convention. 
They stood more proudly, squawked 
with more authority and _ strutted 
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with high spirit each night when 
bedtime called them from the foun- 
tain rim. 

HA 








It is certain that the seersucker 
and linen suit trade was active in 
Memphis. By noontime the first 
day, larger sizes in both types were 
very scarce, delivery schedules 
crowded. Nearly every convention 
delegate sported one of these light 
weight cool suits and this bright- 
ened up the meeting that much 
more. 

HA —— 

With Chicago host to the world 
for the next five months, Mayor 
Kelly is anxious that the Windy City 
look at its best. An important phase 
of his clean-up campaign is focussed 
on cleaning and painting all retail 
stores including the unoccupied 
ones. He also asks that empty store 
windows be attractively filled with 
merchandise and that adequate win- 
dow lighting be employed. He 
knows how empty windows spoil a 
business street and apparently 
senses the great value of light. 
From a retail viewpoint, utilization 
of nearby empty store windows has 
often been an excellent means for 
building up extra sales. I hope 
hardware merchants cooperate with 
Mayor Kelly’s plan and learn to ap- 
preciate the importance of keeping 
clean, well painted and _ properly 
lighted stores, even after the Cen- 
tury of Progress has gone its way. 
The best towns have the best stores. 
An attractive business center is an 
asset to every town, regardless of 
size. It would be well for the 
Mayors of all American cities to fol- 
low the lead of Chicago’s chief exec- 
utive. A few shabby spots on a 
business street spoil trade for the en- 


tire district. 
— 








UR news pages show many 
groups within the hardware in- 
dustry getting ready for cooperation 
under government control. This was 
naturally a popular topic of discus- 


sion and much speculation at Mem- 
phis. Majority opinion was reason- 
ably favorable, largely because of 
the promised liberalization of exist- 
ing anti-trust legislation. This 
should mean legalization of price 
maintenance agreements on a_ basis 
that can be enforced. This of course 
was the goal of that hardy perennial, 
the Capper-Kelly Bill, but unfor- 
tunately that measure never made 
much progress without being sub- 
jected to almost nullifying amend- 
ments. In this issue, L. W. Moffett, 
Washington representative of Harp- 
WARE AGE presents an impartial 
news story on this important pend- 
ing legislation. Every business 
should watch the development of 
the industry control law passage of 
which seems certain at an early date. 
HA 








Do you know that Franchot Tone, 
Hollywood movie star, whose pop- 
ularity is said to rival that of Clark 
Gable, Doug. Fairbanks, Jr., and 
others, is the son of a hardware 
manufacturer? His father is Frank 
J. Tone, president of the Carborun- 
dum Co., Niagara Falls, N. Y. 
Doug. Fairbanks, Sr., was once a 
hardware clerk, working for Russell 
& Erwin Mfg. Co., and Kathleen 
Norris once a bookkeeper for the 
wholesale hardware firm of Dun- 
ham, Carrigan & Hayden Co., San 
Francisco. Stories of the hardware 
experiences of Mr. Fairbanks and 
Mrs. Norris were published in 
HARDWARE AGE, some years ago. 

—— HA 

Next week at Chicago, the N. R. 
H. A. holds annual Congress. I am 
hoping that attending retailers will 
bring the same kind of good news I 
found so generally among Southern 
jobbers and the manufacturers at 
Memphis. In the next issue, HArp- 
wARE AGE will present a news story 
giving you the important happen- 
ings at Chicago. The general Con- 
gress theme is “Competition,” which 
is important. Plan to read this con- 
vention report next issue. The story 
on the Memphis meeting appears in 
this issue. 
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You Can Gain Customers if You 


Show Them 


How to 
Fish .. 


By CHARLES I. CRAWFORD 


Barretts, Joliet, Illinois 


LY fishing is increasing in 
P rersisrs each year, yet a very 

small percentage of fishermen 
use this method of angling. How 
often you hear some fisherman say, 
“Some day I am going to learn how 
to flycast.” Every fisherman seems 
to have a desire to use a fly rod, yet 
the fact that a fly rod is so small and 
light seems to give an impression that 
it takes so much practice to master 
the art that he is reluctant to invest 
in an outfit before he is sure he will 
be able to use it. 

Fly tackle runs into money fast 
and there is more repeat business 
than in ordinary bait casting equip- 
ment. We used a plan to increase 
the number of fly fishermen which 
not only brought increased tackle 








«seit seems that fishing trips were responsible 
for most of them. It is queer, end | cannot 
explain it, but, no matter how long | have known 
@ man, and how much | admire him, somehow 
he is only @ desirable acquaintance until we 
have fished together « few times. There is « 
mysterious something about fishing and the big 
outdoors thet brings men closer together... .. 
Shams and conventions melt away, leaving them 
just men, as God intended them to be....To 
sit on « log, to there « lunch end to drink 
from the same stream somehow helps men to 
know each other better... . Nothing weuld please 
me more then to spend « day fishing with you. 


Charles |. Crawford 
104 West Acre Reed 
Joliet, Minois 
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Enlarged clipping from newspaper showing how interest is whetted in fly casting. 
Lower corner: A card sent out by the author, which welds the fishing fraternity. 


sales but new customers and a lot of 
free advertising as well. The plan 
is a simple one and can be used in 
any locality where there is the slight- 
est excuse for a man going fishing. 


Organize a Flycasting Class 


Get in touch with three or four 
local fly fishermen and interest them 
in helping you instruct their fellow 
fishermen in the art of flycasting. 
Arrange with the local Y.M.C.A. or 
other suitable building for the use 
of the gymnasium for preliminary 
casting instructions. Get a story in 
the local newspaper about your new 
class and the dates of your meetings. 


We would suggest that you have a 
series of six weekly meetings and 
plan them to end about the time the 
fishing season opens in your locality. 
If possible get some one outside 
your business to act as head in- 
structor, some one with the ability to 
talk to a crowd and has enough 
leadership to keep up interest in the 
meetings. You will find many pros- 
pects for your class among the pro- 
fessional men of your city. Profes- 
sional men seem to thrive on a hobby 
and, as a rule, are good spenders. 
Keep in the background as much 
as possible and do not try to sell the 
(Continued on page 72) 
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“WHATS THE 


BEST 


HOSE 


MY MONEY? 





pee a customer asks 
that question, answer it with 
“Goodyear Hose!” 


Whatever the customer is prepared 
to pay, you have the best for the 
money if you carry the complete 
line of Goodyear Lawn and Garden 
Hose. 


The world’s finest hose at any price 
is Goodyear Emerald Cord. 


Companion to it in this year’s greater 
Goodyear line is the moderately 
priced new Goodyear Supertwist Hose, 
in the 5-inch size. Light, resistive 
to kinking, good-looking. Made ex- 
tra durable because bodied with the 





same extra-resilient, extra-durable 
cord that goes into the carcasses of 
world-famed Goodyear Tires. 


Other popular quality brands of 
Goodyear Lawn and Garden Hose 
are Pathfinder, Wingfoot and Glide 
—every one built with lasting cotton 
cord carcass—all nationally adver- 
tised, and each the unrivalled best 
value for the money. 





Goodyear also manufactures a complete 
and world-famous line of Transmission 
Belting, Farm Belting, Suction Hose, 
Water Hose, Steam Hose, Asbestos and 
Red Sheet Packing, Force Cups, etc. 
Write for price list to Goodyear, Akron, 
Ohio, or Los Angeles, California. 


ALL GOODYEAR LAWN AND GARDEN HOSE IS MADE WITH COTTON CORD CARCASS 
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A REGULAR FEATURE 
OF HARDWARE AGE 


ow’s ine Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook. freight car 
loadings, circulation of 
money, building progress, 
employment, etc., and 
dealing with specific price 
trends, demand for mer- 
ehandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Future buying, almost unknown 
for several seasons in hardware, has 
been unexpectedly liberal during May. 
Not only have belated customers for 
summer goods hurried in their specifi- 
cations, but a large future buying move- 
ment is developing for fall and even 
for winter supplies. 


There are many interesting re- 
versals of the buyer resistance of the re- 
cent past. The seller is developing here 
and there a hesitation under the newly 
urgent determination of his customers to 
cover themselves for extended periods. 
Manufacturers of many lines not yet 
advanced are rigidly confining ac- 
ceptances to current needs and for 
prompt shipment. 


x 


Underlying and stimulating this 
buying interest is the continuing 
strength and the upward trend of prices. 
Commodity rises have strengthened the 
price of securities. These, in turn, have 
eased banking strains, and have re- 
leased money for consumer buying, 
which is needed and already felt in con- 
firming the general recovery in values. 

# + % 

Two Du Pont plants announce 
wage increases. On June 1 wage in- 
creases averaging 5 per cent will be- 
come effective in the Cellophane and 
Rayon plants operated by the Du Pont 
Co. The majority of 10,000 workers will 
receive the advance. 


% *% 


National wealth in 1932 was at 
247 billion as compared to 362 billion 
in 1929 according to an estimate just re- 
leased by the National Industrial Con- 
ference Board. The shrinkage in per 
capita wealth was from $2,977 in 1929 
to $1,981 in 1932. 
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With Which is Combined 


BUSINESS 








—____ HIGHLIGHTS 


A FEATURE OF GOOD HARDWARE 





Enameled ware prices are said to 
be highly competitive since the dis- 
banding, last January, of the Enameled 
Ware Manufacturers Association. 

% * * 

Sear’s will attempt to sell higher 
priced washers. In an effort to boost 
the washing machine price in their 390 
stores from $39 to $69.50, Sears, Roe- 
buck & Co. will introduce a washer of 
new design, described as having “ex- 
tra utility value.” 

More than 7,000 salesmen are 
employed by hardware wholesalers. The 
12th edition of the Harpware AGE 
Verified List is authority for the state- 
ment that the 468 hardware wholesalers 
in the United States employ a total of 
7,344 traveling representatives. Whole- 
salers in Missouri alone employ more 
thari 1,000 traveling men. 

* * # 

Sweeping advances were wit- 
nessed in the May 27th week in prac- 
tically all commodities, which in a ma- 
jority of instances more than recovered 
the losses sustained during the reaction 
of the week preceding. This was espe- 
cially true in the case of copper, cot- 
ton, rubber and hides. 

* * * 


Substantial increases in indus- 
trial activity in April and the first three 
weeks of May were reported by the Fed- 
eral Reserve Board. Some lines of busi- 
ness made more than seasonal gains, 
and May business in general will exceed 
May of 1932—the first such favorable 
showing since 1929. 


* * *% 


Continued increase in bank de- 
posits reported by the leading Federal 
Reserve banks in the Chicago and New 
York district show how rapidly the in- 


crease in values is credit volume. 
Business failures in the United States 
for the week ending May 18th num- 
bered 429, according to the report of 
Dun & Bradstreet, Inc. There were 
437 similar defaults in the preceding 
week and 720 in the same week in May, 
last year. Retail failures for that week 
were only a little more than one-half of 
those for last year. 
* * * 


The cost of living in April aver- 
aged 9.3 per cent below April last year, 
and 27.9 per cent below April, 1929, ac- 
cording to the compilation made by the 
national industrial conference board. 
Using 1923 as 100, the purchasing price 
of the dollar last month was $1.399, 
according to the board’s calculations. 

* * * 


Hardware items close to basic 
materials, and which followed the base 
markets clesely on the down swing, are 
almost without exception feeling the 
present rise. This is natural and de- 
fensible. There has been little evi- 
dence of a profiteering tendency in any 
manufacturers’ advances which have 
been announced. Wholesalers have been 
even slower than manufacturers in pass- 
ing along higher pricings, and compara- 
tively few retail mark-ups have yet been 


made. 
* * % 


Radio sales show gain. Increased 
sales of radio receivers for the first four 
months of the current year are reported 
by Dun and Bradstreet. Gains shown 
by some of the manufacturers included 
in the report are more than 100 per cent. 
The outlook for summer sales is said 
to continue bright. 

Hardware store advertising ex- 
penditures. Many hardware stores spend 
less than one per cent of net sales for 
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What every merchant should know 














@ In 1933, the readers of The 
American Weekly—more than 
5,000,000 families — will spend in 
the neighborhood of six billion 
dollars in retail stores. Some of 
this money will be spent in YOUR 
store, by folks who are influenced by 
advertising in this Mighty Magazine. 





? 
ae 





The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Sunday Newspapers. In 529 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 
In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 
In an additional 157 cities, 30 to 40% 
In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 
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advertising, according to figures com- 
piled by the Harvard University Bureau 
of Research. This percentage is con- 
siderably less than that reported by 
most other types of retail stores. 


ca * * 


Upturn in automobile industry 
will have far-reaching effects. The im- 
portance of increased motor car produc- 
tion can be better appreciated when the 
total production percentages of materi- 
als used are presented. Some such 
figures are: rubber, 83 per cent; plaie 
glass, 55 per cent; steel and iron, 17 
per cent; hardwood lumber, 14 per 
cent; copper, 15 per cent; lead, 14 per 
cent; aluminum, 20 per cent; nickel, 
26 per cent; tin, 12 per cent, and zinc, 
7 per cent. 

* * * 

Kerosenelamps stage acomeback. 
Millions of homes are again relying on 
kerosene lamps for illumination. Be- 
tween 30 and 35 million lamp chimneys 
were sold in 1932. From this and other 
facts, it has been estimated that ten mil- 
lion kerosene lamps are now in use in 
the nation. One manufacturer has 
dressed up the old-fashioned lamp with 
a parchment shade. Sales of gasoline 
pressure lamps are also said to have 
shown marked improvement in recent 
months. 

* , * 


Standard raises Atlas tire prices. 
Retail prices on Atlas tires were ad- 
vanced 5 per cent by the Standard Oil 
Co. on May 25. Other distributors are 
expected to announce like advance in 
the near future. 

* * & 


The national average of steel pro- 
duction reached 41 per cent at the close 
of May, with demand from farm imple- 
ment manufacturers, construction en- 
terprises, automotive, refrigerator, and 
washing machine producers, and even 
some from railroads, broadening the en- 
tire iron and steel market. 

o * «# 


Farm real estate shows further 
drop. The index of value per acre of 
farm real estate for the United States as 
a whole as of March 1, 1933, averaged 
73, compared with an index of 89 on 
the same date in 1932, and of 106 on 
the corresponding date in 1931. The 
estimate was made by the Bureau of 
Agricultural Economics, and the index 
is based on average values for the years 
1912 to 1914 inclusive. 


* & 


Fourteen million families own 
their own homes. According to the Bu- 
reau of the Census 14,000,000 families 
or 46.8 per cent of all the households 
im the nation own their homes. This 
figure reflects an upward trend in home 
ownership amounting to an increase of 
2.2 per cent since 1920. 
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Berry Bros. on overtime sched- 
ule. The Detroit, Mich., and Walker- 
ville, Canada, plants of Berry Bros., 
manufacturers of paints, varnishes and 
lacquers, are operating at full capacity 
six days a week, with shipping depart- 
ments behind on orders and working 
uvertime. C. L. Forgey, general sales 
manager of the company, has just re- 
turned from the Middlewest where the 
business optimism he found among the 
larger paint distributors was made 
more convincing by the substantial or- 
ders on hand when he returned to the 
factory. 

* a * 


Carriage, machine and lag bolt 
manufacturers have announced a gen- 
eral eight per cent advance. 


* + 


On prepared roll roofings and 
shingles, the third advance in about 
four weeks was announced by manufac- 
turers, to be in effect May 23d. The 
increases are ascribed to the rapidly ris- 
ing cost of rags. The present L.C.L. 
basis to retailers on the 85 Ib. slate sur- 
faced rolls, for example, is at $1.59 per 
square, having risen from $1.41 pre- 
vailing before April 23d. The leading 
mail-order houses continue a published 
price on this grade, to the consumer, at 
$1.45 per square, effective until July 
or August, and some wholesalers are 
refusing to follow the factory advances 
until the mail-order offers expire. 

* * * 


Leading producers of sheathing 
or building papers have advanced prices 
about 10 to 12 per cent. 

* * * 


On cast aluminum cooking uten- 
sils manufacturers have issued new 
prices showing an advance of approxi- 
mately ten per cent. This is occasioned 
by higher prices for aluminum ingot, 
packing materials, etc. 

* & # 


Continued advances by the mak- 
ers of ‘cotton twines, clothes lines, sash 
cords, etc., have necessitated jobbers ad- 
vancing their prices to a partial extent. 

* * *% 


Competition grade solid shank 
and plain back shovels and spades—not 
of guaranteed quality—were offered at 
new low prices late in May by one of 
the American makers, and others have 
been expected to follow. The influence 
of low prices on imported shovels, or 
imported blades-handled with American 
handles, brought about the new mark- 
down, which places the competition 
grade on a possible dollar retail basis. 

* & 


Inner tubes of all but leading 
manufacturers’ brands have been 


marked up 15 per cent, and _ this. 


change is expected to become general— 
possibly concurrent with further ad- 
justments on tire prices. 

* * 


Persistent rumors are current 
concerning a higher price on denatured 
alcohol. Distillers are unwilling to ac- 
cept orders for delivery beyond June 
30th at current quotations. 

* * * 


Business index highest since 
1931. For the third week of May the 
Journal of Commerce business index of 
general business activity stood at the 
highest point since Dec., 1931. At 61.7 
the index was fully 12 per cent above a 
year ago. This was the fourth suc- 
cessive week to be above the 1932 level, 
and in each of these weeks the advance 
has shown an increase. 
* * * 


Hack saw blades advance. Hack 
saw blades have been advanced approxi- 
mately 10 per cent by leading manu- 
facturers. 

* * * 

Lawn mowers are _ becoming 
scarce. Most of the leading manufac- 
turers of lawn mowers are so far behind 
on orders, say wholesalers, that ship- 
ments of popular types and sizes are 
frequently delayed as much as three 
weeks or longer. Delivery on certain 
types of shovels is also reported as be- 
ing slow. 

* * * 

Advances anticipated in screws 
and bolts. Wholesalers are expecting 
manufacturers of wood screws to an- 
nounce price advances. Wholesalers 
also anticipate that quotations on bolts 
and nuts, when announced for the third 
quarter, starting July 1, will reflect up- 
ward revisions. 

* x * 


Steel leaders anticipate further 
gain. Nine of the leading executives of 
the steel industry, in attendance at an 
annual trade meeting in New York City 
on May 25, expressed confidence that 
expansion in the steel industry has not 
yet reached its peak. The rate of oper- 
ations has already been tripled during 
the past eight weeks. 

* * * 


Prices in most finished steel 
lines in which advances have not already 
been announced for third quarter are 
closely held, and consumers are pressing 
for prices with mills reluctant to name 
them until further clarification of fed- 
eral industrial control plans. 

* * 


Car loadings of revenue freight. 
Loadings for the week ended May 20th 
totaled 531,618 cars, an increase of 
523 cars above the preceding week, and 
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a gain of 15,990 cars above the same 
week in 1932. 


* + 


Production of electrical industry 
in the United States for the week ended 
May 20th, compared with the cor- 
responding 1932 period, made an in- 
crease of 3.3 per cent. This was the 
third weekly gain over last year and is 
considered most significant. 

* & *& 

Employment is increasing, ac- 
cording to the Dun and Bradstreet re- 
view, in centers devoted to production 
of steel and allied products, automo- 
biles, textiles, rubber goods, shoes, 
leather, lumber, and the essential sup- 
plies of the brewing industry. In ad- 
dition to the better rate of employment, 
wage scales in many instances have 
been restored to levels above a year ago. 


* * * 


Expenditures for total building 
construction showed an increase of 21.2 
per cent in April as compared with 
March, 1933, according to the United 
States Department of Labor. There was 
also an increase of 29.4 per cent in the 
number and an increase of 10.3 per 
cent in the estimated cost of new resi- 
dential buildings. New non-residential 
buildings increased 44.7 per cent in 
number and 43.4 per cent in indicated 
expenditures. There was an increase of 
17.7 per cent in the number of additions, 
alterations, and repairs and an increase 
of 8.3 per cent in those expenditures. 

* * * 


Most of the important price in- 
creases in the hardware field have been 
based on the rise in the foundation costs 
of cotton, leather, rubber, copper, tin, 
lead and zinc. Copper at 714 cents, tin 
at 39 cents, and lead at 3.9 cents at 
the end of May, have been followed 
closely by corresponding raises on cop- 
per and brass wire and sheets, solder. 
lead and brass pipe, sheet lead, and 
many similar products. 

* * * 


The importance is recognized of 
seeing and correcting the entire picture 
of any industry which undertakes its 
own housecleaning and recovery. All 
too often, in the past, a dominating man- 
ufacturers’ group has been about the 
only organized representation in many 
branches of business. The distributing 
factors have been “told” rather than 
consulted concerning their share in 
prices, margins and the allocation of 
sales fields. 

* * * 

Farm products reflect sharp ad- 
vances. It appears the farm problem of 
the future, so far as the hardware mer- 
chant is concerned, will be to get the 
business. Since the season’s low points 
some of the principal agricultural com- 
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modities have made the following per- 
centage gains: cattle, 22 per cent; hogs, 
65 per cent; lambs, 31 per cent; wheat, 
68 per cent; corn, 97 per cent; oats, 65 
per cent; wool, 150 per cent; hides, 133 
per cent, and lard, 92 per cent. 

* x * 

Prices advance on Stanley Works 
line. A ten per cent advance has been 
announced on the Stanley Works line 
of wrought hardware products. The 
price increase is attributed to increased 
production and material costs. 

* * * 


Washing machine sales continue 
to soar. The report of April sales just 
issued by the American Washing Ma- 
chine Manufacturers’ Assn. shows an in- 
crease over 1932 figures for the fourth 
successive month. With sales of 54,184 
household units, the month was the in- 
dustry’s best since Oct., 1931. The gain 
was 3,456 units above the preceding 
month, and 9,552 units ahead of April 
last year. 

* * * 

House broom prices are headed 
upward, for it is said that there is no 
more broom corn in the hands of the 
farmers. Manufacturers must now pay 
in excess of 25 per cent advance for 
new purchases. Several factories have 
already issued advances. 

* & # 


While made up leather goods 
were advanced ten per cent earlier this 
spring, the manufacturers of harness, 
strap work and collars are announcing 
another advance of like amount, which 
does not yet cover the increases in the 
cost of hides and leather. Hides selling 
at 11 cents at the end of May were at 
a 300 per cent advance from the low 
market. Finished leather had advanced 
only a fraction of this amount. 

* * * 

Important makers of cotton 
gloves announced an advance of five to 
ten cents per dozen on the best selling 
items. The increase on leather-palm and 
all-leather gloves has been greater, and 
in line with the advance on leather 
goods. There is every indication of still 
higher glove prices. 

n * * 

The low prices on cotton filter 
discs have been withdrawn, effective 
June first. Prices are also canceled on 
household dusting and utility cloths, and 
mops have advanced. Manufacturers of 
floor brushes have raised their prices, 
the amount of the advance depending 
on the quality involved. Lamp chimneys 
have been increased in price by manu- 
facturers. 

* * * 

While recent changes in sport- 
ing goods quotations have been few, 
manufacturers in certain lines predict 
an early advance and are advising buy- 








DWIN STAINLESS FLY KILLER 
is offered to the trade as the result 
of 10 years experience, observa- 
tion and tests. Here is a truly 
scientific product which actually 
kills flies yet is absolutely harm- 
less to the animals on which it is 
used. It leaves a faint refreshing 
odor of pine in its wake. 


ADVERTISING 
and Selling Helps 


A campaign of advertising in farm 
publications plus 7-color lithographed 
point of sale displays, direct mail, 
folders, etc., makes this an unusually 
attractive proposition for dealers. 


The beautiful lithographed can in 3- 
colors has an eye appeal to the buyers 
which will insure sales. 


The price is right and the exceptional 
quality of DWIN STAINLESS FLY 
KILLER makes it a sure repeat article. 
Wide acceptance among dealers has al- 
ready developed for this item because 
of its unusual selling appeal. 


| Send for sample, prices and complete in- 





forma- 
tion on" the 
advertis- 
ing and sell- 
ing plan. 
Address 
either our 
distri- 
butor or the 
factory di- 
rect. 

















A product of 


BALDWIN LABORATORIES 


Saegertown, Pa. 


D.WLILM 


STAINLESS 


FLY KILLER 


Distributed by 
The W. Bingham Co., Cleveland, Ohio 
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ers to get in their requirements at once. 
This includes such items as basketballs, 
footballs and football bladders, boxing 
gloves, skate traps, leather and canvas 
golf bags, tents, wagon covers an 
paulins. , 

* * * 

A new method of selling copper 
rivets and burrs has been announced by 
producers, quoting now on a base price 
plus extras, according to the size and 
quantity in a package. The new meth- 
od of quoting means an advance of 
about 25 per cent in the average prices. 

* * * 

List prices lowered on large sizes 
Esico soldering irons. List prices have 
been reduced on Esico soldering irons 
designed for medium and heavy solder- 
ing. No changes are effective on the 
smaller types intended for lighter work. 
Numbers 200 and 201 were reduced 


| from $9.00 to $8.75; numbers 350 and 


355 from $13.50 to $10.25, and num- 
bers 500 and 505 from $16.50 to $12.25. 
* * * 

May among best months for 
Altorfer Bros. Co. May has proven one 
of the best months in the history of the 
Altorfer Bros. Co., Peoria, Ill., manu- 
facturers of ABC washers and ironers. 
Orders have been so large that produc- 
tion has been extended to include 100 
per cent peak operation daily, through 
a full six-day week, and the working 
force is the largest since 1929. April 
business was 20 per cent better than 
March, and May was the best month 
since 1929. Production is centered on 


| the ABC washer listing at $100, in- 


troduced last January, with the quality 
unit accounting for more than 50 per 
cent of total sales. 

* * * 

Chicago sidewalk roller skates 
advance. The Chicago Roller Skate 
Co. on June Ist advanced the price on 
Chicago, steel wheel, extension type, 
sidewalk roller skates approximately 10 
per cent. The increase is attributed to 
the higher costs of steel, rubber, leather, 
etc. 

* * * 

The paint industry began look- 
ing up in April, according to Dun and 
Bradstreet’s report. During the first 
quarter of this year, both production and 
distribution of paints receded to nearly 
the lowest level in the history of the in- 
dustry. The dollar total of sales for 
that period was approximately 25 per 
cent under the comparative record of 
1932. There was a sudden reversal in 
April, when sales ran nearly one-third 
larger than in March. The gain in dis- 
tribution is being extended constantly. 

* * * 

Farm prices are going up in the 
fastest rise since the season after the 
close of the World War. A steady climb 


has been under way since April 15, and 
up to the end of May the Bureau of 
Agricultural Economics reported it still 
under way. 

* * ” 

The increase in farm purchasing 
power was exactly equal to the price in- 
crease, for the price level of goods farm- 
ers buy made no change, remaining at 
the prewar level of 1909-1914. Farm 
prices, despite the increase, are still be- 
low the prewar average. To return farm 
prices to a level where they will bear 
the same relationship to prices of goods 
purchased by farmers, as the two bore 
to each other before the war, is the goal 
of the Administration’s new farm act. 

* * * 

More favorable crop reports are 
received from the winter wheat belt. 
Indications are that, barring unexpected 
developments, June estimates on yield 
will be above those of last month. 
Beneficial rains in the northwest, with 
warm weather, are giving spring wheat 
an excellent start. Reduction in acreage 
is likely to be in excess of expectations. 

* * * 

Nail and wire producers have an- 
nounced no price advance as yet, but 
they are discarding the contract system 
of selling heretofore operative. Deliv- 
eries will be confined to a short period 
following the date of purchase. On or- 
ders placed in any given month, de- 
livery must be completed by the 15th 
of the month following. 

* * * 


On sheet steel, advances for third 
quarter over current prices are an- 
nounced at three dollars per ton on all 
base gauges of common sheets and on 
galvanized sheets and long ternes. Hot 
and cold rolled strip steel are advanced 
three to four dollars per ton, effective 
at once. 

" » * * 

Pennsylvania tires up 5 per cent. 
The Pennsylvania Rubber Co., on May 
29, advanced its tire prices by 5 per 
cent. The company’s plant is operating 
twenty-four hours daily and seven days 
weekly. W. O. Rutherford, president, 
states that the factory’s May output ex- 
ceeded that for any May in the com- 
pany’s 34 year history. As the com- 
pany does not sell to car manufacturers 
its sales reflect replacement business. 

* * ” 


Wire prices advance. The Phelps 
Dodge Copper Products Corp. and the 
General Cable Corp. have advanced the 
price on weatherproof and bare copper 
wire three-eights of one cent a pound. 
An advance of one-quarter of one cent 
per pound was also announced on mag- 
net wire. 

* * * 

Shortage appears probable on all 

rubber garden hose. Difficulty is being 
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experienced by the trade in obtaining 
delivery on the least expensive kind of 
garden hose—the all rubber type. Most 
manufacturers are understood to be un- 
able to cope with the heavy demand. 
Several of the larger hose manufactur- 
ers have never made the all rubber 
type, contending it is impossible to pro- 
duce a hose of this type that will with- 
stand the service consumers expect of 
it. In view of advancing rubber and 
cotton quotations, some observers are 
expecting an advance in hose prices be- 
fore the present season closes. 
* * * 


Beer steins an active line. A 
heavy demand is reported for beer steins 
and jugs. Earthenware steins and 
jugs, to retail at 10 and 25 cents respec- 
tively, are being purchased in large vol- 
ume for July sales events. Glass and 
copper steins are also moving freely. 

* * * 


Inexpensive golf balls advance. 
Advances ranging from 10 to 20 cents 
per dozen have been announced on in- 
expensive golf balls. Notwithstanding 
higher leather prices no advances have 
become effective on golf bags, as the de- 
mand has been very light. 


* * %* 


Appliance sales show gain. Man- 
ufacturers’ May sales of household elec- 
tric appliances show a gain of from 10 
to 15 per cent over the same month a 
year ago. The increase over the preced- 
ing month averaged about 20 per cent. 
Current demand is largely confined to 
inexpensive grades and no price changes 
appear imminent. 

* * * 


Wheelbarrow manufacturers are 
accepting only limited orders at old 
prices, stating that because of the low 
level at which barrows have been sell- 
ing, they do not care for any business 
which cannot be completed by the end of 
June. 

* * * 


Butt and hinge manufacturers 
have announced a second recent ad- 
vance of ten per cent. Following a 
change on vitreous ware, makers of 
enameled steel tubs, sinks, etc., have 
advanced quotations approximately ten 
per cent. 


* * * 


The recent drastic reduction on 
axes is already bringing in a large num- 
ber of orders for future shipment, as 
there is no certainty of present low 
values holding through the fall and win- 
ter season. The manufacturers also 
claim the new low prices on hatchets and 
hammers are below cost of manufacture. 
They will make no contracts at present 
prices, which are subject to withdrawal 
without notice. 
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METAL AND 
GLASS HAND DAZEY ELECTRIC 
CHURNS SHARPIT CHURNS 


DAZEY CHURN AND MANUFACTURING COMPANY 
ST. LOUIS, MO. 


JOBBERS 


DAZEY 
CHURNS 


ARE SOLD ONLY THROUGH YOU 


Leading Jobbers and Dealers have long recognized the DAZEY 
CHURN as the leader. Another indication of quality is the endorse- 
ment by Good Housekeeping Institute, State Agricultural —— 
and Scientific Buttermakers. In f 
these days of pitch and toss in 
marketing we hold firm to our 
policy of supporting exclusively 
the jobber dealer system of hard- 
ware distribution. 
this to be in the best interest of 
both the public and the trade. 








We believe 























ARMSTRONG 
WRENCH SETS 


More than 
25 Types In 
Matched Sets 









ARMSTRONG 
V AN ADIL Mm 


Hail Homecrafters 
—the new markel 


Almost overnight they 
have sprung up ail 


new potential custom- 
ers, buyers of fine tools, 
more interested in §& 
quality rather than 
price. They are your 
customers if you go 
after them for the local 
hardware man is their 
logical tool headauar- 
ters. 


ESE THE? 


ARMSTRONG-VANADIUM Wrenches 
attract these new buyers, for they 
take pride in owning the finest tools. 
It will pay you to display ARM- 
STRONG-VANADIUM and ARM- 
STRONG Wrench Sets prominently in 
your windows and on your counters 
for they are Set buyers. 

Write for Wrench Catalogs 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave, CHICAGO, U. S. A. 


| per is a prospect for Everedy’s 


Unbreakable 


Post Capper 
now sells for Ww 


ONLY $1.09 


Everedy’s No. 150 was the big- 
gest selling Year capper of 1932. 
Its U-Beam steel post made 
an instant hit. Unlike old style 
cast posts, this new post can’t 
break. Thousands and _ thous- 
ands were sold last year with- 
out a single comeback ar com- 
plaint. Be sure to feature the 
improved No. 150, at its new 
low price, in 1933. And remem- 
ber that every buyer of a cap- 








$1 Syphon Filter. Write for cir- 
cular describing Everedy’s 1933 
line of home bottling 
and preserving acces- 
sories. Sold by good 
jobbers everywhere. 
Prices slightly higher 
in Far West and 
Canada. 


The EVEREDY Co. 


Frederick & Maryland 
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BELCHER & LOOMIS AND 
E. C. CHURCH MERGE 


On May 18 the E. C. Church 
Co., 136 West Exchange Street, 
Providence, R. I., merged with 
the Belcher & Loomis Hardware 
Co., 130 West Exchange Street, 
in the same city. The former 
concern will operate as the E. 
C. Church Division of Belcher & 
Loomis Hardware Co. with E. C. 
Church a director and vice- 
president. Most of the Church 
company personnel will join the 
Belcher & Loomis organization. 

The merger united two of 
New England’s oldest and 
largest mill supply houses. The 
Belcher & Loomis Co. was | 
founded in 1826. The E. C. 
Church Co. traces its history 
back over 90 years with the ac- 
quisition of the Duty Evans Co. | 
in 1892. 

The Belcher & Loomis Co. | 
lines of mill supplies, shelf | 
hardware, auto supplies, aie | 
trical appliances and sporting | 
goods is being augmented by the | 


| 





E. C. Church lines of fence, | 
metal buildings, blacksmith’s | 
supplies, heavy hardware and 


steel products. 





SEATTLE POT & KETTLE | 
CLUB HOLDS MEETING | 


The Seattle Pot & Kettle Club 
met at the Washington Hotel, 
Seattle, Wash., May 16, with 
William Servyus, former chief 
of police of Seattle, as guest 
speaker. Mr. Servyus told of a 
recent visit to Washington, D. 
C., and of his contacts during 
that visit. A. J. Martin presided 
over the meeting. 





NAMM URGES REFORMS 
IN RETAIL BUSINESS 


Major B. H. Namm, Brook- 
lyn, N. Y., vice-president of the 
National Dry Goods Association, 
urged that the retail trade put 
its house in order to prevent 
government regulation, in an 
address before the recent con- 
vention of the Pennsylvania Re- 
tailers Association. Major Namm 
suggested adoption of a fair 
practice code governing “pred- 
atory” price-cutting, destructive 
advertising as well as other 
abuses. He urged cooperation 
with manufacturing and other 
industries to eliminate unfair 
practices between producer and 





distributor. 
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HARRY CROWE IS PRES. 
OF CALIFORNIA ASSN. 


Harry Crowe, Tulare, Calif., 
hardware dealer, has succeeded 
the late J. A. Curnow as presi- 
dent of the California Retail 





HARRY CROWE 


Hardware and Implement Asso- 
ciation. Mr. Crowe recently sent 
vul a letter announcing the pass- 
ing of the late president and 
giving his pledge to work for the 
preparation of a Code of Ethics 
concerning dealer’s prices. 


J. H. COON AGAIN HEADS 
BALTIMORE PAINT CLUB 


The renovize campaign to be 
undertaken in Baltimore under 
direction of the Baltimore Build- 
ing Congress was the subject of 
an extended discussion at a 


recent meeting of the Balti- 
more Paint, Oil & Varnish 
Club. John Henry Coon, Ren- 
nous-Kleinle Division, _Pitts- 


burgh Plate Glass Co., was re- 
elected president. All other off- 
cers were reelected. Leon S. 
Hanline, Hanline Bros., is vice- 
president; Alfred S. Day, Spen- 
cer-Kellogg & Sons, is secretary, 
and Arthur L. Franklin, Pitts- 
burgh Plate Glass Co., is asso- 
ciate secretary. 

The club will have its annual 
outing on June 16. 


HUND RESIGNS FROM 
BRIGGS MFG. CO. 


Henry E. Hund has resigned as 
vice-president and general man- 
ager of the Briggs Mfg. Co., De- 
troit, Mich., manufacturers of 
plumbing fixtures. 





HOUSEWARES BUYERS AT CONFERENCE URGE 
EMPHASIS ON QUALITY AND USEFULNESS 


That effort should be made to- 
ward emphasizing “how good and 
useful” an item can be rather 
than “how cheap” it is, was the 
opinion of the advisory board of 
buyers of the American House- 
wares Association, which met for 
a conference May 16, at the 
Hotel Pennsylvania, New York 
City. It recommended that man- 
ufacturers, on all items which 
they ship to stores, place a label 
or tag descriptive of what it is 
and what it does so the store 
sales forces can become familiar 
with the materials and products 
they sell, thereby putting forth 
greater selling effort. 

Discussion was given to the 
development of local clubs jof 
buyers, manufacturers and their 
agents. Announcement was made 
that the Retail Association of 
Major Appliances which has been 
in operation for several months 
in New York City, has been 
changed in its activities to in- 
clude both major and minor ap- 
pliances. 

Plans for the American House- 
wares Exhibit to be held at the 
Hotel Pennsylvania, New York 
City the week of July 31, were 
discussed. Buyers at the May 16 
conference felt that everything 
possible should be done by ex- 
hibitors to create interest in the 
exhibit by presenting for the 
first time all new developments 
in their lines to gain the reac- 
tions of the trade and to plan 
jointly on ways and means to 
promote sales and a greater use 
of housefurnishings by the pub- 
lic. They favored the showing 
of special numbers, new and old, 
that are good for September sales 
and fall promotion items. 

Tentative plans for the con- 
vention and exhibit call for reg- 
istration and inspection of edu- 
cational exhibits of manufac- 
turers’ as well as buyers’ group 
meetings on Monday, July 31. 
Tuesday, there will be a lunch- 
eon conference on electric table- 
ware, fancy tableware, kitchen 
pottery and glassware under the 
co-chairmanship of A. Porcelain, 
Jordan, Marsh Co., Boston, Mass., 
and Charles Hansen, Hahne & 
Co., Newark, N. J. Major elec- 
trical appliances will be the sub- 





ject of the Wednesday luncheon 
conference under direction of 
Lewis Burgess, James McCreery 
& Co., New York City. 

At the Thursday luncheon con- 
ference on general housefurnish- 
ings co-chairmen will be John J. 
Henry, J. L. Hudson Co., Detroit, 
Mich., C. S. Maginnis, The Fair, 
Chicago, Ill., W. A. Ricker, and 
a fourth party to be named at a 
later date. On Friday and other 
mornings group meetings of buy- 
ers on special subjects or markets 
will be held. The chairmen of 
the various conference meetings 
will name the speakers and their 
subjects. The social program in- 
cludes a trip to Coney Island, an 
afternoon of golf and a dinner 
on the roof of the hotel for all 
‘people attending the conferences. 

Julius Hertzberg is chairman 
of acommittee which will assist 
the exhibit management and ho- 
tel management in the main- 
tenance of better morale on the 
floor of the exhibit, by frowning 
upon entertainment during of- 
ficial hours and keeping non- 
exhibitors off the floor. 

Further details may be obtain- 
ed from W. S. Hays, treasurer- 
manager, American Housewares 
Exhibit, 644 Drexel Bldg., Phila- 
delphia, Pa. 


W. SCHOFFER & CO. OF 
AMSTERDAM, HOLLAND 
WANTS AMERICAN LINES 


W. Schoffer & Co., Amster- 
dam, Holland, who last year en- 
tered the import business, are 
open for additional American 
offers or proposals to cooperate 
with American exporters and 
manufacturers intending to ex- 
tend their business connections 
in Europe. The Schoffer or- 
ganization, which has been in 
business in Amsterdam for the 
past fifty years, imports hard- 
ware lines, especially tools, 
household appliances and gen- 
eral hardware as well as tech- 
nical novelties, etc. 

The post office address of the 
Schoffer company is P. O. Box 
397, Amsterdam, C, Holland. 
Bank references may be obtained 
from N. V. Rotterdamsche Ban- 
vereeniging, of Amsterdam. 
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The OF23 and OF25 Burgess 
Super -Focusing Flashlights, the 
finest, longest lasting flashlights 


ever built for outdoor service. 


erence ~ 
| om seers 





Cash in on the outdoor season. Prices are drastically 
reduced on the finest flashlights ever built for 
hunters, tourists, fishermen, trappers: 


The OF23 with bulb (less batteries) 
now retails at $1.75 


The OF25 with bulb (less batteries) 
now retails at $2.00 


These flashlights have selling features galore: safety 
switches, powerful keam and everything. 

These prices plus Burgess selling helps will make 
these cases move. And the longer life of Burgess 
Chrome Formula Batteries builds a repeat business 
that comes to you without effort. 


Get full dope on the Burgess line today from your 
jobber. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Acoustic and Electric Products 
Sales Offices: NEW YORK, 202 East 44th St. 
CHICAGO, ILL., 111 West Monroe St. 


Atlanta Kansas City, Mo. San Francisco 
Boston Minneapulis Los Angeles 


In Canada — Niagara Falls and Winnipeg 
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Here is the way to do it—a simple—sure 
and proven way! Stock the new Packaged 
Sterling Non-Splitz Oval Nails—use the 
display and watch your Nail sales mount! 





This new package 
meets with instant fa- 
vor — every retailer 
sees instantly that it 
means full profit on 
every sale! No weigh- 
ing — no wrapping — 
just a quick sale of the 
correct weight. 













8 POUNDS NET 





THAT, 
COST LESS 
», MORE MALS 


Sterling Non-Splitz 
(Trade Mark) 
Patented No. 1846709 
Display Stand 
Furnished FREE 





The Sterling Non-Splitz Oval Shank 
fits the grip — it eliminates splitting 
while the chisel point cuts the grain. 
High carbon content steel prevents 
‘ bending. Non-Splitz Nails drive easier 
and pull harder — and they are pre- 
ferred by Nail users everywhere. 


We will gladly send you complete details on 
these sensationally selling Nails. Just mail 
the Coupon. 


NORTHWESTERN BARB WIRE CO. 
Since 1879 


STERLING, ILLINOIS 











NORTHWESTERN BARB WIRE COMPANY, 

Sterling, Illinois. 

Send complete details on Sterling Non-Splitz Nails and your 
FREB Display. 

BONE: eikécnetasateesseeieieuusasess OC eer eT Teer eee eT Tee 
By MP. wn cccrcccccccescccccccesescssesessccescscsveseee 
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duPont Acquires Remington Arms Co., Inc. 
C. K. Davis Succeeds Norvell as President 


Control of Remington Purchased from M. Hartley 


Dodge, Who Continues 


as Chairman — Saunders 


Norvell Continues With Organization as a Director. 
New Officers and Directors Elected Friday, June 2. 


On May 24, E. I. du Pont de@——- = 


Nemours & Co., Wilmington, 
Del., purchased for cash, control 
of the Remington Arms Co., Inc., 
New York City. The 51 per cent 
of the common stock required was 
obtained from M. Hartley Dodge, 
chairman of Remington’s board. 
It is understoed that this sale was 
the climax of negotiations which 
have been under way for some 





SAUNDERS NORVELL 


time. The business and identity 
of the Arms Co. will continue as 
a division of the du Pont organi- 
zation. Mr. Dodge retains the po- 
sition of chairman of the board. 
His election and that of other 
officers and directors took place at 
a special meeting held in New 
York on June 2. 

This transaction links two of 
the oldest and largest companies 
in the ammunition field in the 
United States. Remington Arms 
Co. was established in 1816 and 
is reported to be the largest pro- 
ducer of ammunition other than 
for military purposes. The du 
Pont Co., one of the largest 
powder and explosives manufac- 
turers in the world, was founded 
in 1802. 


Saunders Norvell has resigned 
as president but continues with 
the company actively as a direc- 
tor. Charles K. Davis, who has 
served conspicuously in the du 
Pont organization for many years, 
was elected president and gen- 
eral manager of Remington. He 
was named president of the 
Roessler & Hasslacher Chemical 
Co. when it was acquired by du 
Pont. Later, when this company 
was reorganized as a department 
of the parent business, Mr. Davis 
became its general manager. 
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| c. K. DAVIS 


| Previously he had been president 
| and general manager of the du 
Pont Viscoloid Co., a du Pont 
| subsidiary, following a period of 
service with that unit as assistant 
general manager and plant man- 
ager. He was superintendent of 
the Great Hopewell Plant of du 
Pont’s Smokeless Powder Depart- 
ment for the last two years of that 
plant’s existence. 

Before coming with the du 
Pont Co., Mr. Davis served with 
the Aluminum Co. of America, 
American Steel Foundries, Am- 
erican Smelting & Refining Co. 
and with the Braden Copper Co. 
in South America. He is a 
chemical engineer by profes- 
sion and has had wide experi- 
ence in business management 
problems. 

In addition to Messrs. Dodge, 


Davis and Norvell, the following 
directors were chosen: Fin 
Sparre, F. W. Pickard, J. 


Thompson Brown, J. B. Eliason, 
S. E. Pryor and Wm. Crawford. 

Harry J. Strugnell and J. Gil- 
bert Heath have resigned as vice- 
presidents of Remington but both 
continue with the organization— 
Mr. Strugnell as general sales 
manager and Mr. Heath as 
Pacific Coast Representative. E. 
FE. Handy was elected vice-presi- 
dent in charge of sales. 

Lloyd K. Larson has resigned 
as treasurer of the company and 
becomes assistant treasurer. 
Walter U. Reisinger was elected 
treasurer. Geo. Bingham con- 
tinues as secretary. 

Included in the deal is a plan 
whereby the du Pont Co. has 
agreed to offer to holders of 
first preferred Remington stock 





4 








an opportunity to exchange their 
shares for an equal number of 
common shares of the du Pont Co. 





E. L. HENDRICKSON CO. 
CHANGES ITS POLICY 


E. L. Hendrickson Co., 538 
Howard St., San Francisco, 
Cal., manufacturers’ representa- 
tives, has eliminated all prod- 
ucts except specialties, novelties 
and lines that can be sold to the 
hardware, department, gift and 
novelty stores. Previously the 
company had done some manu- 
facturing and had also handled 
a diversified line of products in- 
cluding electrical and mechan- 
ical machinery for a variety of 
fields. The organization will now 
concentrate its sales efforts on 
novelty, specialty and other lines 
of interest to the hardware and 


other above mentioned retail 
stores. 

The company, which is at 
present operating in northern 


California, would like to hear 
from manufacturers interested 
in securing representation in 
that territory. 


WORTHINGTON PUMP 
MOVES ITS OFFICES 


The Worthington Pump & Ma- 
chinery Corp. has opened a new 
office building adjacent to its 
plant at Harrison, N. J. General 
and executive offices formerly lo- 
cated at 2 Park Ave., New York 


City, have been moved to the new 





quarters for better coordination 
with manufacturing and sales op- 
erations. 

The New York sales office will 
be continued at 2 Park Ave. 





NEMA MAKES STUDY OF 
INDUSTRIAL BILL 

The National Industrial Re- 
covery Bill and its probable ef- 
fect upon the electric refrigera- 
tion industry was the main topic 
discussed by those attending the 
recent two-day meeting of the 
National Electrical Manufac- 
turers Association at Hot Springs, 
Va. Gerard Swope, president, 
General Electric Co., J. S. Tritle, 
vice-president, Westinghouse 
Electric & Mfg. Co., and Francis 
E. Neagle, legal counsel for the 
association discussed the intent 
and purposes of the government 
and the probably practical ap- 
plications of the bill as now 
drawn. 

At the refrigeration division’s 
meeting new problems which 
will confront the industry were 
discussed. 


ABC HAS EXHIBIT 
AT CHICAGO FAIR 

The Altorfer Bros. Co., manu- 
facturers of ABC washers and 
Jroners, Peoria, IIl., will exhibit 
its complete line at A Century of 
Progress, Chicago, Ill. To han- 
dle the business accruing from 
the exhibit, a Chicago office has 
been opened in the Congress 
Hotel, where the line will also 
be displayed. 

The office will be in charge of 
Silas H. Altorfer, president of 
the company, assisted by M. J. 
Broderick. 





Sheffield Clark Heads Old Guard 


Southern Salesmen’s Organization Changes Eligi- 


bility Requirements. 


Sheffield Clark, manufacturers’ , 


Nashville, 
elected president of the Old 
Guard, the Southern Hardware 


agent, Tenn., was 


Salesmen’s Association, on Tues- 
day, May 25, at Memphis, Tenn., 
during the joint hardware con- 
vention reported elsewhere in this 
He succeeds Hugo Weid- 


mann, National Tube Co. Vice- 
presidents chosen are: James Hut- 
chinson, The Stanley Works, and 
J. E. Haviland. R. P. Boyd, Sav- 
age Arms Co., continues as secre- 
tary-treasurer. 

C. M. Power, Cleveland Chain 
& Mfg. Co.; George T. Bailey, 
Oliver Iron & Steel Co.; Henry E. 
Archer, Electric Hose & Rubber 
Co.; George T. Price, American 
Fork & Hoe Co.; Harry J. Peter- 
son, North & Judd Mfg. Co., and 
Walter Huff, duPont’s, are mem- 


issue. 





Met at Memphis 


All past presidents are members 
of the advisory board. 

Officers of the Manufacturers 
and Southern Jobbers associations 
were present as guests of the 
meeting. F. Herbert Smith. 
Nicholson File Co., a past Old 
Guard president, made an appro- 
priate tribute to the members who 
have passed away during the past 
year. 

Some changes were made in 
the constitution and_ by-laws. 
Hereafter all past presidents of 
the Southern Hardware Jobber’s 
Association will become honorary 
members of the Old Guard as 
long as they remain active in the 
jobbers’ organization. The eligi- 
bility for regular membership 
has been reduced from 15 years” 
service selling five southern 
states to the easier requirement 
of 10 years’ service selling four 
southern states. Nine new mem- 


bers of the executive committee. | bers were announced. 
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SHOCK BAND 
Now Standard on all 





The Last Word 
In Garage Hardware! 
OF con dant 


greater strength, im- | 


proved convenience | 





and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and’provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 


which will be sent upon request. 








SCOOPS 





anufacturing Company 


ERIE, PENNSYLVANIA | 





Branch Offices:- 


Ames BALbwin Wyominc Co. 
: a ton: 3P h St. 
Chisago: 1e2 North Glinten St. San Francisco: 708 Market St. | PARKERSBURG, W.VA. - NORTH EASTON, MASS. 
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TWO SUPPLEE-BIDDLE 
MEN ARE PROMOTED 


William George Steltz, presi- 
dent, Supplee-Biddle Hardware 
Co., Philadelph‘a, Pa., wholesale 
distributors, has appointed J. R. 
Fillebrown sales promotion man- 
ager. Mr. Fillebrown, who has 
been with the company for many 
years, will continue work in con- 
nection with circular campaigns 
and advertising in general. 

R. G. Geppinger, who has been 
with the company since 1916, 
when he started as an order 
clerk, has been appointed Phila- 
delphia sales manager. 


WASTE MANUFACTURERS 
FORM ASSOCIATION 


The Waste Manufacturers As- 
sociation of America was organ- 
ized May 30 at a meeting of 
members of that industry, held 
in Atlantic City, N. J. A com- 
mittee was named to investigate 
the industry with a view toward 
obtaining cooperation within the 
business, stabilizing products and 
adjusting price ranges and wage 
scales. 

Robert Ortom, Cincinnati, Ohio, 
was elected president, while G. 
Milton Hagy, Philadelphia, Pa., 
was named vice-president. John 
O’Neill, Philadelphia, is treas- 
urer and Charles Lachman, Phil- 
adelphia, is secretary. 


G.E. HAS ELECTRIC 
KITCHEN AT FAIR 


A “talking electric kitchen” is 
one of the features of the Gen- 
eral Electric Kitchen Institute’s 
display at the Chicago World’s 
Fair. The talking on the equip- 
ment is done by a mechanical de- 
vice which also turns on spot- 
lights, one at a time, to empha- 
size the items of equipment being 
explained. Doors of the refrig- 
erator and electric range open 
when spotlight swings toward 
them, closing when it swings 
away. 

In addition to the “talking 
electric kitchen” the General Elec- 
tric Co. also has a fully operating 
electric kitchen in its exhibit, 
as well as the General Electric 
Kitchen Institute planning room, 
where a home economist is on 
duty to answer questions. Gen- 
eral Electric’s exhibits are con- 
centrated on the main floor of 
the great circular hall of the 
electrical building. 


COLORADO LOCAL GROUP 
HEARS TACKLE TALK 


Members of the Hardware 
Dealers Protective Association 
of Colorado met May 9 in Den- 
ver, Colo., with vice-president C. 
H. Clark presiding over the 
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meeting. C. L. Shattuck, Wright 
& McGill, Denver, Colo., fishing 
tackle manufacturers, described 
how fishing tackle is made and 
told from what countries ma- 
terials used in its manufacture 
are obtained. The association’s 
legislative committee reporied 
on its fight against passage of a 
bill to license painters. 
Meetings will be resumed in 
September. 

N. C. HURLEY IS PRES. 
PNEUMATIC TOOL FIRM 


Neil C. Hurley, brother of Ed- 
ward N. Hurley, president, Hur- 
ley Machine Co., Chicazo, Ill, 
was recently elected president of 
the Independent Pneumatic Tool 
Co., Chicago, IIl., succeeding 
Ralph S. Cooper, who was named 
vice-president in charge of east- 
ern operations of the firm with 
headquarters in New York. John 
A. McCormick was _ reelected 
chairman of the board while 
Leonard S. Florsheim is chair- 
man of the executive committee. 

Frank B. Hamerly was elected 
vice-president in charge of the 


factory at Aurora, IIl., while 
Gordon H. McCrae, London, 
England, is vice-president in 


charge of foreign business. F. W. 
Buchanan is secretary and Ed- 
ward G. Gustafson is treasurer. 


DAUGHERTY-KRUSE CO. 

REPRESENTS COLLINS 

The Collins Co., Collinsville, 
Conn., manufacturers of axes, 
hatchets, bush hooks, etc., has 
appointed Daugherty-Kruse Co., 
manufacturers’ representatives, 
2948 East 30th Street, Kansas 
City, Mo., as agents to call on 
wholesale hardware distributors. 





ELECT SIME TO HEAD 
CHICAGO PAINT CLUB 


W. W. Sime, U. S. Color Card 
Co., succeeded H. A. Pinney, 
American Can Co., as president 
of the Chicago Paint, Oil & 
Varnish Club, at the May meet- 
ing. Mr. Pinney was elected 
vice-president. Other new of- 
ficers are secretary, A. H. Stan- 
ton, U. S. Color Card Co., and 
treasurer W. H. Hayt, Eagle- 
Picher Lead Co. H. G. Edwards, 
New York City office of the 
American Can Co., and a former 
president of the club, addressed 
the meeting. 


BEAVER MFG. CO. NAMES 
FOUR REPRESENTATIVES 

The Beaver Mfg. Co., Newark, 
N. J., has named four agents to 
represent it on its line of elec 


trical wiring devices. Charles 
B. Wood, 200 East Market 
Street, Louisville, Ky., covers 


central Kentucky, southern In- 
diana, Cincinnati and Dayton, 
Ohio. M. B. Shaber, 2067 East 





102nd Street, Cleveland, Ohio, 
has northern Ohio including 
Youngstown. Electrical Special- 
ty Co., Inc., 1575 Folsom Street, 
San Francisco, Cal., is handling 
northern California, while W. M. 
Clark, 328 Holladay Avenue, 
Portland, Ore., is covering Ore- 
gon and Washington. 





W. A. SHEPARD MOVES 

TO CLEVELAND, OHIO 

W. A. Shepard, sales manager 
of the Kelly Axe & Tool Division, 
The American Fork & Hoe Co., 
Cleveland, Ohio, has moved to 





W. A. SHEPARD 


the company’s headquarters office 
in that city. He has been located 
in Charleston, W. Va., at the 
Kelly plant. Prior to the merger 
with the American Fork & Hoe 
Co., Mr. Shepard was vice-presi- 
dent of the Kelly Axe & Tool 
Co. He had also handled the 
export department and has been 
associated with the company for 
22 years. He is a familiar figure 
at the important hardware con- 
ventions. 


Cc. ED. HANSEN MOVES 
TO NEW QUARTERS 


C. Ed. Hansen, factory repre- 
sentative, broker and importer, 
formerly of 50 Hawthorne St., 
San Francisco, Calif., has moved 
his organization to 639 Howard 
St., where larger warehouse and 
office space is occupied. W. F. 
Woodruff, 321 Eye St., Salt Lake 
City, Utah, who was with the 
Simmons Hardware Co. for more 
than 25 years in the Salt Lake 
territory, has joined the Hansen 
organization after a well deserved 
rest. F. B. Winchell is now 
representing the organization in 
the Sacramento, Calif., territory. 
Mr. Winchell has had many years 
of experience in the hardware in- 
dustry having been with Simmons 
Hardware Co., Winchester Sim- 
mons Co., Winchester Repeating 
Arms Co. and Dunham, Carrigan 
& Hayden Co. 

Lines recently added by the 
Hansen organization are: Milton 
Hagy Waste Works, Philadel- 
phia, Pa.; Krebs Rainbow Mops; 
Live Time Flexible Dustmaster 
Mops, Star Headlight Co.,Roches- 
ter, N. Y., on lenses for the city’s 
“Stop” and “Go” traffic signals 
and American Electric Co., Chi- 
cago, Ill. 





HARDWARE SQUARE CLUB 
HOLDS SHORE DINNER 


Two hundred and four members 
and guests attended the annual 
shore dinner of the Hardware 
Square Club No. 675, New York 
City, held at the Marine and 
Field Club, Brooklyn, N. Y., May 
25. Following the feast, a bill 
of entertainment was provided by 
George Kohlmeier. 

Ralph S. Allen, secretary of the 
club, was chairman of the com- 
mittee in charge of the affair. 
He was assisted by Henry Rohlfs, 
Henry Bond, Fred Pfeifer, Fred 
Scholl, L. M. Edwards and Her- 
bert Frey. 


BOOSTERS HAVE FINAL 
MEETING FOR SEASON 


The Hardware Boosters held 
their last meeting for this season 
on May 27 at the Hardware Club, 
New York City, with President 
John H. Tracy in charge. Fol- 
lowing the luncheon, a program 
of entertainment was offered by 
Bob Willis, monologist, and Floyd 
Hynes, singer and pianist, as fea- 
tured entertainers. Mr. Hynes 
led the group singing during and 
after the luncheon. 

Meetings will be resumed in 
September. 





FOSTER 53 YEARS WITH 
MATHEWS & BOUCHER 


William P. Foster, Rochester, 
N. Y., recently celebrated his 
fifty-third anniversary with Ma- 
thews & Boucher Hardware Co., 
26 Exchange St., Rochester. 
N. Y. He is 71 years old and en- 
tered the employ of the company 
at the age of 19 years starting 
as assistant clerk. Mr. Foster 
became a member of the company 
in 1920 and is senior in service 
of the company. 





REPUBLIC STEEL MOVES 
BUFFALO SALES OFFICE 


The Buffalo district sales of- 
fice of the Republic Steel Corp., 
Youngstown, Ohio, were moved 
to 475 Abbott Rd., Buffalo on 
May 20. Thomas B. Davies, 
district sales manager, and his 
present staff will continue in 
charge at the new location. 


THOMAS DEVLIN CO. 
MOVES N. Y. OFFICES 


The New York headquarters 
of the Thomas Devlin Mfg. Co. 
have been moved from 51 E. 
42 St. to 30 Church St., New 
York City. The Devlin Co. 
makes Devlin malleable and cast 
iron and brass fittings and Fretz 
nipples, with home offices and 
plant at Burlington, N. J. 
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Like a fine jewel in its clear brilliance, Lustraglass has set 
a new standard for window glass far above competition... 
Look along its smooth, beautiful surface or view it at the 
edge in comparison with any other brand . . . You must admit 
that Lustraglass is obviously superior. It is the whitest of all 
glass made for windows. It transmits more daylight and a sub- 
stantial amount of the shorter ultra-violet rays of sunlight, yet 
costs no more than ordinary window glass... Lustraglass is 


an ornament for any building. Specify it. Send for literature. 


AMERICAN WINDOW GLASS CO. 


Farmers Bank Building Pittsburgh, Pennsylvania 


LUSTRAGLASS makes every building more 

rentable, salable and livable. LUSTRAGLASS 

should be used in every Home, Hospital, School, 
Office Building, Apartment House, Factory 
and Greenhouse. 


USTRAGLASS 


the ulfra violet ray window Js 
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No Wonder It Sells 


“Over-the-Top” Door Equipment proved a “life 
saver” for many a Hardware Dealer these last two 
years. Sales were made with surprising ease— 
especially for modernizing old doors. There are more 
than a few reasons why. Here are some of them: 


@ Revolutionizes garage door 
operation. 

@ Easily operated by women 
and children. 

@ Applicable to OLD or new 
doors. 

@ Quickly installed—no cost- 
ly fitting. 


@ Never needs adjustment 
or servicing. 

@ Weather-tight— no snow 
or ice worries. 

@ Fits doors up to 18’ wide 
by 12’ high. 

@ Priced within the reach of 
every purse. 





Now that remodeling is becoming a fad, ‘“Over- 
the-Top” Door Equipment offers greater money 
making opportunities for Hardware Dealers than 
ever before. Prices are down but the margin of 
profit is still generous. Don’t put off investigat- 
ing this remarkable device any longer. Write 
Dept. HA-6 for complete information and prices— 
no obligation. 


FRANTZ MFG. CO., Sterling, Ill. 
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MANHATTAN, BRONX 
ASSN. DISCUSSES 
SALES TAX 


The New York State retail 
sales tax was the chief subject 
of discussion at the May 23 meet- 
ing of the Manhattan & Bronx 
Hardware & Supply Dealers Asso- 
ciation held at the Yorkville 
Chamber of Commerce, New 
York City. J. W. Blair, presi- 
dent of the association, conducted 
the meeting at which the records 
to be kept on the tax and the 
means of determining the proper 
returns to be made were fully 
discussed. Stabilization of re- 
sale prices and the advancing of 
prices on merchandise in stock 
according to advice of advances 
received from manufacturers and 
wholesalers was another topic of 
the evening. 

A resolution was adopted sug- 
gesting that in the event of the 
passage of the six-hour day and 
five-day week, merchants and re- 
tail associations should ask that 
the hour of closing should be not 
later than six o'clock. 


SEEKS LINES FOR 
EXPORT TO MEXICO 


Francisco Blasquez, 4A Calle 
Tacuba 28, Mexico City, Mexico, 
recently established an office at 
105 W. 40th st., New York City, 
to facilitate the transactions of 
his activities with exporting man- 
ufacturers in the United States 
as an advisor on financial and 
commercial matters and the in- 
vestigation of any proposed busi- 
ness developments in Mexico. 

During the past ten years, Mr. 
Blasquez has acted in this ca- 
pacity for many of the largest 
banks and business houses in 
Mexico. He was formerly con- 
nected with the Mexican govern- 
ment as chief of several of its 
financial bureaus. On comple- 
tion of his arrangements here Mr. 
Blasquez will return to Mexico 
City. 


DEPUY, CHALUE AGENTS 
FOR GARTON TOY CO. 


Depuy, Chalue & Co., direct 
factory representatives, 77 Bed- 
ford St., Boston, Mass., are now 
handling the full line of wheel 
goods manufactured by the Gar- 
ton Toy Co., Sheboygan, Wis. 
They maintain a full line of the 
Garton company’s velocipedes, 
wagons, scooters, sleds, croquet 
sets, hose reels, baby walkers, 
buddy bikes, children’s auto- 
mobiles, etc. 


MOVE CHICAGO OFFICE OF 
CHARLES A. SCHIEREN 


The Chicago, IIl., office of 
Charles A. Schieren Co., leather 
belting manufacturers, has been 
moved to 545 Fulton St. Her- 
man A. Giese is manager. 
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DAVID W. LANDES 


David W. Landes, veteran 
Shapleigh salesman, whose death 
was recorded in the May 25 issue 
of HarpwareE AGE. 


FRANK V. SARGENT 


Frank V. Sargent, former New 
England district manager of the 
Chicago Pneumatic Tool Co., 
died at his home in Watertown, 
Mass., on May 17. He was born 
in Belmont, Mass., in 1880. 


GEORGE V. HORGAN 


George Vincent Horgan, 53, 
general manager for the National 
Paint, Oil and Varnish Associa- 
tion and the American Paint & 
Varnish Manufacturers Associa- 
tion, died May 25 in Washington, 
D. C. He had been associated 
with the National Paint, Oil & 
Varnish Association since 1916. 
Mr. Horgan was at one time sec- 
retary to a prominent up-state 
New York attorney, who had been 
a candidate for governor of the 
state. Later he was secretary to 
the New York Public Service 
Commission for the second dis- 
trict. After several years with 
the commission, he was secretary 
of the Buffalo Chamber of Com- 
merce. In 1916, while secretary of 
the New York Paint, Oil & Var- 
nish Club, he was made first per- 
manent secretary of the national 
organization. Early in 1918 he 
resigned that position to become 
manager of the paint and var- 
nish materials department of 
Marden, Orth & Hastings Corp., 
New York City. In September, 
1918, he became a member of the 
Chemical Warfare Service. 

After the war he returned to 
the National Paint, Oil & Varnish 
Association as secretary. In 1925 
he became general manager 
jointly for the three then existing 
paint industry organizations. 





OBITUARY 


HARRY B. GUNNISS 


Harry B. Gunniss, 55, Algonac, 
Mich., hardware dealer, died May 
23 in his home in that town 
following an illness of two years. 
At the age of 19 he purchased 
the hardware firm of S. Richard- 
son & Co., which he had operated 
since that time. He was presi- 
dent of the Chamber of Com- 
merce in that town for several 
years as well as an active mem- 
ber of the local Rotary club. 


MRS. SHARON E. JONES 


Mrs. Mary Jones, wife of 
Sharon E. Jones, who was presi- 
dent of the National association 
in 1911 and afterwards secre- 
tary of PASHA for many years, 
and the mother-in-law of W. 
Glenn Pearce, managing director, 
PASHA, died May 12 at the 
home of her daughter, Mrs. Har- 
old E. Chapman, Evanston, Ill. 
The funeral was conducted in 
Richmond, Ind., the old home 
town of the family, where Mr. 
Jones was for many years en- 
gaged in the hardware business. 
Mrs. Jones, who was born in 
Pittsburgh, was married to Mr. 
Jones in 1884. 

Mr. Jones, three daughters, 
four grandchildren, a_ brother 
and two sisters survive. 


H. J. CLARK 


Harvey J. Clark, for many 
years associated with the Lake 
Erie Bolt & Nut Co., Cleveland, 
Ohio, died recently in Braden- 
ton, Fla., where he had been liv- 
ing for the past year because of 
poor health. 


CHARLES WELCH 


Charles Augustus Welch, 61, 
secretary and sales manager, 
Elder-Conroy Hardware Co., 
Clarksville, Tenn., died recently 
at Vanderbilt Hospital, Nash- 
ville, Tenn., where he had been 
under treatment for two weeks. 
His early business days were 
spent in the printing trade. In 
1895 he resigned as foreman of 
the composing room of the To- 
bacco Leaf Chronicle, a news- 
paper, to accept an office position 
with the hardware firm of Elder 
Bros. In 1899 he was one of 
the incorporators of the Elder- 
Conroy Hardware Co., becoming 
secretary and sales manager. He 
was a charter member and past 
president of the local Rotary 
Club, and an active member of 
the Clarksville Chamber of Com- 


merce. 











ANNA LUDWIGS 


Mrs. Anna Ludwigs, 73, presi- 
dent, Ludwig Hardware Co., 
Chicago, Ill., died May 22 at her 
home in that city, following an 
illness of several months. Her 
sons, Arthur C. and Elmer C. 


Ludwigs, survive. 


W. H. HASSENPFLUG 


William H. Hassenpflug, 69, 
former vice-president, Harnisch- 
feger Corp., Milwaukee, Wis., 
died May. He entered the ma- 
chinery industry with William 
Sellers & Co., Inc., Philadelphia, 
Pa. In 1900 he went to Mi!wau- 
kee to join the Pawling & Har- 
nischfeger Co., becoming vice- 
president the following year. He 
resigned in 1913 to engage in 
tractor manufacture, but returned 
to the Harnischfeger Corp. in 
1923 as vice-president in charge 
of excavator sales, retiring a year 
ago because of failing health. 


JOHN MAYNARD KEYES 


John Maynard Keyes, 70, for 
many years in the hardware 
business in Concord, Mass., died 
May 20. Mr. Keyes, who re- 
tired from active business fif- 
teen years ago, had been a 
selectman, chairman of the board 
of health and a member of the 
town highway commission. 





GEORGE W. PATEK 


George W. Patek, president 
and treasurer of Patek Broth- 
ers, Milwaukee, Wis., manufac- 
turers of paint and dealers in 
glass, since 1893 died May 17 
after an extended illness. He 
was active in Masonic circles 
and charitable organizations and 
was a former president of the 
National Glass Association. 


HARRY H. CUTLER 


Harry H. Cutler, co-founder 
Cutler-Hammer Mfg. Co., now 
Cutler-Hammer, Inc., Milwaukee, 
Wis., died May 21 at Miami, 
Fla., at the age of 73. He was a 
pioneer in the field of electrical 
control and during his career 
was granted 76 patents. Mr. 
Cutler established the Cutler- 
Hammer business in Chicago in 
1893 and several years later 
moved it to Milwaukee in a 
merger with the American Rheo- 
stat Co. He disposed of his in- 
terest in 1917 and returned to 
his former home at Boston, con- 
tinuing his research in electrical 
controlling devices as well as gas 
and oil engine accessories. Two 
years ago he retired and moved 
to Florida. 
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MYERS O-K HAY UNLOADER 


PATENTED 




























», Thirty days from now and through the 
4 weeks that follow, harvest operations will 
: be on in full swing. Hay will start to flow 
from fields to barns and stacks. 
“ It’s time to order MYERS HAY AND 
f GRAIN UNLOADING TOOLS. As usual 
. there will be a demand for them—Un- 
e loaders, Forks, Slings, Pulleys, Tracks and 
: Fixtures—thoroughly tested standardized 
“ units to meet all conditions and unloading 
. requirements. 
. Here are some of the items for which you will have calls before ee , 
and during harvest— Anticipate — your orders for finished 
Myers Sure Lock Sling Unloaders. Myers Plain and Knot Passing, goods or repair s will receive prompt at- 
Myers O. K. Fork and Sling Un- Frame Pulleys “with Wood ‘or tention. 
loaders. Iron Sheaves. 
r ae rad Leaf Fork and Sling Myers Patent Double Steel Track. 
s nloaders i Hooks, Rafter 
F Myers Double Harpoon, Lock “Srechets and’ Fisteres ™ Th F, E. MYERS & | BRO.c¢9. 
c Lever, Nellis and Grapple Forks. Myers Rape aiaches, apg Grap- SHLANDB, OHIO 
-* ples, Floor Hooks, Etc. seine ‘Years of MYERS HONOR-BILT PUMPS for Every Purpose 
- MW yRope and Chain Stings. alee Myers Hay Rack Clamps. SYS TC ARAGE DOOR HANGERS STORE Uxsomns. Bie. ee 
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{ ¢ AT YOUR SERVICE £ ) Cieinitsetieds | 
n All Hard 
7 & Dd Tungsten 
e vvv Head Blodq ‘ 
e ROM special flexibles to all hards and | 
d HE “Who Makes It” Edi- from light power to high speed hand 
e tor will be glad to help you and power blades—and NOW Molybde- | 
in your search for the name : * num heavy dutv, extra value hand and | 
of the manufacturer of that power blades, Clemson’s latest achieve- 
product you are interested in. ment. There’s a superior STAR blade 
If you do not find it or vs for every purpose. 
it’s one ame 7. > tke When you sell STAR blades—you can | 
* ane bility it has bees meet every requirement of mechanics 
; i ae eed i. the revised everywhere. This is your opportunity to 
, Sates aa being pre- capitalize on Clemson’s half century of 
> smal te ao nan ine of leadership in providing better hack saw | 
.” the Directory Number. Many values. Consult your jobber. | 
l, such changes are being made 
a daily and the listings brought 
1 up to date. 
; If your current Directory 
does not give you the infor- 
re mation you seek, write the 
* “Whe Makes It” Editor. He’s 
at your service! 
n 
: AAA 
a 
: HARDWARE AGE 
> 239 West 39th St., New York City : te a = é 
1 
STAR HA 
0 
d CLEMSON BROS., INC., MIDDLETOWN, N. Y. 
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Whats Ne 


for Retail 


Hardware Stores 


Porcelain Products, Inc. 
Offers Porcelain Mugs 


Glazed in white, brown, gray, light blue, 
Albany brown and black. The porcelain 
is vitrified, having been fired at a tempera- 
ture of 2400 deg. The maker states that 
their sturdiness is tested by pounding 
mugs on a wooden surfaced desk, that 
they will not chip and may be taken 
from a refrigerator and rinsed in hot 
water without any danger of cracking. 





Porosity test shows an absorption of | 
per cent. Large roomy handle is one of 
the distinctive features of this mug. Made 
in four sizes to hold 16, 12, 10 and 8 
ounces. Illustration shows 16-ounce size, 
which is popular for serving beer in the 
home, while the other sizes are used by 
children to drink milk. Suggested retail 
selling price, $1.25 per carton of four. 
Porcelain Products, Inc., Parkersburg, W. 


Va. 


Bommer Spring Hinge 
Catalog No. 55 


Shows the company’s new line of check- 
ing floor hinges as well as regular lines 
of spring hinges, floor spring hinges and 
lavatory stall hardware. Catalog is attrac- 
tive, comprekensive and practical and is 
replete with information of value to all 
interested in builders’ hardware. Bommer 
Spring Hinge Co., 255 Classon Ave., 


Brooklyn, N. Y. 


Has brass tube and brass burner and 
is fully equipped with wick and rubber 
tube. Burns denatured or wood alcohol 
and is for use of platers, painters, dentists, 
plumbers, electricians and radio repair- 
men for all light soldering jobs where 
rosin and acid core solder are used. Has 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


rere. ees 























copper plated steel body, double seamed 
bottom and tube and burner have cop- 
pered finish with polished brass cap. Five- 
ounce capacity, overall height fourain. 
No. 88, list price per dozen, $3.00, packed 
one dozen in a carton, weight 4 Ib. 
Eagle Mfg. Co., Wellsburg, W. Va. 


One Minute Washer No. 180 
Has Porcelain Enamel Wringer 


Which is sanitary and easily kept clean. 
In addition it is of attractive appearance. 
Patented floating tension assures efficiency 
in wringing fine delicate, clothing, as well 
as heavier blankets. Other features are: 
full capacity porcelain enamel tub; largé 
bottom aluminum gyrator making full 





one-half turn stroke and standard en- 
closed quality gear assembly running in 
oil. The % h.p. Westinghouse motor is 
floating power mounted, giving smooth- 
ness and quietness in operation. Sug- 
gested retail selling price, $79.95. The 
present One Minute complete line of 
electric and gasoline engine washers in- 
cludes in addition the following models 
(with list price slightly higher in western 
states): 170, electric, $69.95; 160, elec- 
tric, $59.95; 150, electric, $49.95; 140, 
electric, $39.95; 151, gas engine, $79.95; 
171, gas engine, $99.95, and 5  hand- 
power, $18.00. The One Minute Washer 


Co., Newton, Towa. 


Deming Marvelette Shallow 
Well Water System 


Having full cushioned power as its out- 
standing feature. This feature is obtained 
by inserting heavy cushions of live rubber 
at all points where otherwise there would 
be direct metal-to-metal contact. The re- 
taining studs are embedded in a firm 
grip, yet separated by a thick cushion of 
rubber. As a result, vibration is almost 
completely deadened, says the maker. The 





pump has a capacity of 250 gallons per 
hour, and the tank holds 12 gallons. Motor 
is of repulsion-induction type. A_ two- 
pole automatic pressure switch, brass re- 
lief valve and air volume control are 
among the many high-grade accessories 
included as standard equipment. For 
farms, suburban homes, country clubs. 
Priced to meet chain store competition 
and distributed on a strictly jobber policy. 
The Deming Co., Salem, Ohio. 
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Nee 
NeW Deer Check 


For All Screen and Storm Doors 





Madein 


Patent 
U.S. A. 


Pending 
Neat in Appearance, Bronze Finish, 514” Overall 


LOOKS and ACTS like a*2°° ITEM 


Easily installed 
NO ADJUSTMENT NECESSARY 


Tension of ordinary sereen door spring 
regulates closing action. 


Packed in individual cartons, 


75 
1 dozen in box, at ........ $3 , 


Price slightly higher in extreme western states. 
Counter display door furnished without charge 


Season is Mere - Order New 
The BOYE NEEDLE COMPANY 


4343 Ravenswood Avenue CHICAGO 
MAKERS OF STAINLESS STEEL KITCHENWARE, HOUSEHOLD SPECIALTIES 






Greatest Value EverOffered in a 
GOOD Fire Extinguisher 


Sells for $250 


Dietz has met both quality and low price 
requirements in this new extinguisher. 
It’s a bright new item and a seller that 
you cannot afford to overlook. 

All working parts made of brass. Holds 
one pint approved Dietz Fluid. REFILL- 
ABLE. Projects stream 20 feet. Effective 
on oil, gas and electric fires. Fluid does 
not injure rugs, furniture or curtains. 
Stock through your Jobber. Display Card 
_ Counter Circulars in each Carton of 
Six. 


R. E. DIETZ COMPANY 
NEW YORK 

Makers of Lanterns for the World—Founded 

1840. Output Distributed Through the Jobbing 

Trade Only. We Do Not Sell Mail Order Houses 

and Chain Stores. 


1 ROT FREEZE. SAFE FOR ELECTION 
PRES. MONIMIURIOUS TO FABRICS 
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DO YOU WRAP UP 
BUNDLES WITH $ $ $ BILLS? 


Do you sweep all of the pennies into the waste 
barrel? The Woolworth Tower was built with 
penny profits. The great Wrigley fortune repre- 
sents the accumulation from the sale of penny 
sticks of gum. 


Into every package tied up in the old fashioned 
way goes your money. You can stop it by writ- 
ing today 








for the facts about National Package Sealing 
Service. 


NASHUA PACKAGE SEALING (Q. NAsHUA, N. H. 











All Hardware 
Dealers can 
have these 
extra profits 


Hunters, trap and skeet shoot 
ers, and riflemen everywhere, 
want 


HOPPE’S "'3;0"""No. 9 
Solvent . * 
Removes leading, powder residue and metal foul- 
ing; prevents rust and keeps gun barrels spot- 
lessly clean. 


Gur Small Display, holding twelve 2-oz. bottles, 
makes sales. 


HOPPE’S LUBRICATING OIL 


The Oil that won’t gum. High viscosity. Very 
penetrating. Cleans and protects. Best for guns, 
fishing reels and all household purposes. In 
and 3 oz. cans. 

Order Displays from your Jobber now, and get 
your share of Summer and Fall profits. 


Write for a supply of our Gun Cleaning Guides, to 
give to your customers. 


FRANK A. HOPPE, Inc., 2314-H N. 8th St., Philadelphia, Pa. 
Representatives 
Ed. W. Simon Co., Inc., 302 Broadway, New York City 
H. L. Bowlds, Mason Theatre Building, Los Angeles, Calif. 
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Osborn No. 1776 Wire 

Scratch Brush Assortment 
Contains twelve fine steel wire scratch 

brushes. Curved handle; solid block. 

Length of brush part 5 in., length over- 

all 12 7-16 in., 3 by 13 rows; width % in., 

trim 13-16 in. Brushes are well filled 


with high grade tempered wire and all 





handle edges are rounded to facilitate 
handling. For cleaning metal and painted 
surfaces and effective for getting into cor- 
ners and out of the way places. Brushes 
packed in attractive display box. Each 
display box further packed in individual 
corrugated container ready for shipment. 
The Osborn Mfg. Co., 5401 Hamilton Ave., 
Cleveland, Ohio. 


Burroughs Cash Register 


This new standard machine has press- 
down keys and commercial indication. Fea- 
tures extremely light key touch for ease of 
operation and speed and protection features 
for both store and customer. Has neat and 
attractive design, finished in walnut colored 
crystal and enamel. Commercial indicators 
have extremely large figures, which flash on 
both sides of indicator so both clerk and 
customer read them in natural sequence 
from left to right. Cash drawer has six 
coin compartments (four across the front) 
and three bill compartments. Sturdy and 
rigid, yet so free-sliding that it may be read- 
ily closed with a push of a little finger, says 
the maker. Totaling capacity is $99,999.99 
with registering of units from one cent to 
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$2.99. Each transaction indicated as cash, 
paid out or no sale and counted in separate 
transaction counters. Machine also accu- 
mulates the sales total and number of times 
total has been re-set. Pre-set and correc- 
tion key is claimed by the maker to be 
new for a press-down key register. Slight 
touch of this key permits the setting up of 
amounts, progressively, with one hand, 
while the last figure depressed automatically 
registers entire amount. Where mistake is 
made before last figure is completely de- 
pressed, another touch of the pre-set key 
releases amount for correction. Practical 
pad or bulletin holder provided for any 
kind of record or forms as wide as machine 
itself, while change plate is likewise large 
for change making and pad notations. Sales 
total kept under a locked shield revealed 
only when manager’s key is turned. Bur- 
roughs Adding Machine Co., Detroit, Mich. 





Sunbeam Mixmaster 
Potato Peeler Attachment 


Fits right on the electric food mixer as 
illustrated. Peeler has self-adjusting arm 
that follows shape of any size potato and 
removes a thin peeling as it automatically 
moves along. Peels over the bumps, into 
hollows and stops when it reaches end of 





potato. Also makes “shoestring” potatoes, 
fancy figures for French frying, etc. Potato 
is placed on spindle and switch is touched. 
Works equally well with apples, etc. Sug- 
gested retail selling price, $3.50. Chicago 
Flexible Shaft Co., Roosevelt Rd. and Cen- 
tral Ave., Chicago, Ik 





Western .22 Long Rifle 
Smokeless Target Cartridge 


A non-corrosive cartridge designed for 
the extremely accurate work called for 
in small bore match shooting. The maker 
states that Super-Match .22’s are 100 per 
cent smokeless yet give accuracy and 
closer grouping power comparable to the 
very best small bore ammunition ever 
manufactured. Super-Match .22’s have 
Western’s clean, reliable, non-corrosive 
priming and Lubaloy-coated bullets. Simi- 
lar in appearance to regular Western .22 
long rifle smokeless cartridges except that 








the bullets have a thin coating of a new 
type of grease specially developed for this 
cartridge. Packed in an attractive blue. 
red and yellow carton as illustrated. De- 
scriptive folder giving complete details is 
available for mailing, package insert or 
counter distribution. Western Cartridge 
Co., E. Alton, Ill. 





John Sunshine Spud Cement 


For setting brass spuds in porcelain 
handles, etc. Display box illustrated con- 























tains twenty four boxes, each containing 
six pills. Suggested retail selling price. 
10c per box. John Sunshine Chemical Co., 
Inc., 604 W. Lake St., Chicago, III. 


Townsend “Kutall’’ 
Lawn Mower 


Has placed between each reel blade a 
hook like rake which, regardless of the 
way the weed is growing or its height pulls 
it against the bottom knife and holds it 
there until the following blade which is a 
cutting blade cuts it off, says the maker. 
Rake blade does not touch bottom knife, 
its only duty being to hold the weed. This 
blade is also adjustable so that after the 


cutting blade of revolving cutter has been 
worn down from usage, it can be set back 
so that it is at all times free from the sta- 
tionary bottom blade says the maker. Town- 
send Lawn Mower Co., Bloomfield, N. J. 
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Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times, Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them, They cut from the outer rim. The entire surface is 

at work all the time, no jagged ends; every part of the york is smooth and 
They bore their way through hard, knotty, crogs grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





Hardware 


Cloth 


made from 
Copper Bearing 
Steel 


You can sell Superior 
Brand Hardware 
Cloth with the as- 
surance that every 
roll is made from 
standard size wire. 


Free from bags or 
bulges. Straight sel- 
vage. Heavily gal- 
vanized. 


At your jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
ss, 
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Dealers and Jobbers 


have been most enthusiastic over 
our promotional help on 


NORTON 
PIKE Products 


SHARPENING SPECIALTIES 


as described in the 
April 13th Issue of ‘Hardware Age” 
under *“‘ What’s New” 





BEHR-MANNING 


CORPORATION 
A DIVISION OF NORTON COMPANY 


TROY, N. Y. 


Sales Representatives in the United States for 


NORTON PIKE PRODUCTS 
and Manufacturers of Quality Coated Abrasives Since 1872 











AMERICAN 
i 


MEER 





KEYSTONE Copper Steel Sheets 
In Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 
Steel gives maximum rust resistance. 


Insist upon AMERICAN Black Sheets, 
3 Keystone Rust Resisting Copper Steel 
“= Sheets, Apollo Best Bloom Galvanized 

Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 














AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
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WRINGER 
ROLLS 
Send us your 
old rolls. We 
will duplicate 
for $1 








Vacuum 
Cleaner Arma- 
rewound 
Washing 
parts and 


Write for Free Circular. 


SERVALL COMPANY 
4413 Seyburn Detreit, Mich. 













NEW LOW 
PRICES 


Sliding Door 
Hardware and 
Overhead Doors. 
A profitable line 
to handle. Write 
for catalog and 
prices. 


COBURN TROLLEY TRACK MFG. CO. 
Holyoke, Mass. 








| 











he Mark of Quality 
In Wiring Devices 


The Circle F Trade-Mark is 
your guide and assurance of 
absolutely dependable Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
products. 


Circle F Mig. Co. 


Trenton N, J. 








Ne. 608 Table Tap 








Red Devil’ 


<*/ GLASS CUTTER 











CROLITE 
CEMENT 


Mends anything—wood, metal, 
leather, tile, glass, cloth, 
paper, etc., ete. Ready to 
use right from can. {5c and 
25e cans. Liberal trade dis- 
counts. Ask your jobber or 


write us. 
HENRY L. CROWLEY & CO. 
West Orange, N. J. 














. You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns >>>>>>>> 











72 


Tell Them How to Fish 


(Continued from page 52) 


class anything. Your main interest 
is to increase the number of fly fish- 
ermen, the business will come later. 


A Plan for Your Meetings 


lst Meeting: Secure a supply of 
tackle catalogs from tackle manufac- 
turers. Most manufacturers now 
have a course of fly casting instruc- 
tions printed in their catalogs and 
these make fine text books for your 
class. Next, secure some good mo- 
tion picture films of fly fishing to be 
used in a portable projector. Films 
may be obtained without charge from 
tackle manufacturers or from the 
railroad companies serving the north- 
ern fishing territories. 

Get as many fishermen out to this 
first meeting as you possibly can and 
after showing these films everyone 
will be just itching to do anything 
that comes near to fishing. 

Have your instructor explain that 
fly fishing is the last word in the 
sport of angling and how much pleas- 
ure can be had fishing in, so called, 
“Fished out streams.” 

2nd Meeting: Hold this meeting in 
a gymnasium or a suitable room 
where one can do actual casting. 
Teach the class how to hold a rod, 
how to care for the rod and line, the 
purpose of leaders and give them 
preliminary instructions in making 
an ordinary cast. 

3rd and 4th Meetings: Supply the 
class with two or three rods, reels, 
and lines, and have them take turns 
in making ordinary casts. Give each 
man enough time to become familiar 
with the back and forward part of 


the cast. Talk to the class about the 
different types of lures and the dif- 
ference between dry and wet fly fish- 
ing. You will find it an easy matter 
to keep them interested and you 
should not let the meetings drag out 
too long. Have a closing time and 
send them home while they are still 
wondering what will come next. 

5th and 6th Meetings: Select a lo- 
cation on a suitable stream where ac- 
tual casting can be done on water. 
This meeting can pe started any time 
in the afternoon. Let the class come 
as their time permits. Have the 
class practice casting for chubs and 
shiners with trout flies, they strike 
readily and give an excellent oppor- 
tunity to practice setting the hook 
after a strike and a campfire lunch 
makes a fine climax for the last meet- 
ing. 

You can make these classes as sim- 
ple or as elaborate as you wish, de- 
pending on your locality and the 
class of your trade, but we know that 
fishermen everywhere like to do any- 
thing that has to do with fishing 
during the closed season and you will 
be surprised to know how many di- 
rect sales you will make on the day 
the class takes its first lesson on the 
stream. You will also find these 
same fishermen making frequent ad- 
ditions to their outfit. 

Do not fail to take a group photo- 
graph of the class on the stream and 
have it enlarged to be used in your 
window display of tackle. This alone 
will create enough interest in your 
display to, pay you for the effort put 
into the entire group of meetings. 





Favorite Bungalow and 
Combination Ranges 


Favorite No. 153 combination range with 
modern flush front design. Has four-hole 
gas cook top and four-hole coal cook top, 
with 18-in. oven for use with gas or coal. 
Oven changed from gas to coal by open- 
ing oven door, swinging gas burner back- 
ward against oven wall—for gas operation, 
burner is pulled downward. Available in 
crystal gray, crystal green or pastel green 
and ivory. Has automatic flash lighter, 
porcelain grates and burners. No. 143 
bungalow range has large fire box, duplex 
grates, deep flanged covers, flush cast 
front and recessed doors. Attractive in- 
sulated gas range with gas oven only and 
two-hole coal section fur cooking and 
heating. Equipped with down draft flue. 
Same colors as No. 153, automatic flash 





lighter, regulator optional. No. 219 built- 
in kitchen heater range, illustrated, has 
extra capacity fire box with gas kindler. 
Regulator and lighter optional. Available 
in same colors as No. 153. The Favorite 
Stove & Range Co., Piqua, Ohio. 
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THE 
“SIMPLEX ” 


(No Hanging Strip Required ) 





Dealers will find it of 
interest to examine im- 
portant features in the 
construction and design of 
the “Simplex.” 

The Simplex Spring 
Hinge, designed for sim- 
plicity and economy in ap- 
plication requires no 
jamb strip and only one mortise cut. 

The construction of barrels and web from one con- 
tinuous piece of metal eliminates joints where the 
metal forming the barrels continues as the web and 
avoids exposing the spring to moisture which would 
cause rust and breakage. 





Type 9001 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 




















A TOY SENSATION, 
A WORLD'S FAIR 


SOUVENIR 





Copyright 1933, 


NEW... 


GREYHOUND 
TRAILER BUS 


Made in four sizes to retail at 


15c, 25c, 50c, $1.00 
Order from Your Jobber 
ARCADE MANUFACTURING CO., Freeport, Ill. 


ARCADE its TOYS 


“They Look Real” 


















































ALI MARK REO. U.S. PAT. OFFICE 
Y a thousand belts per hour are laced 
with Alligator Steel Belt Lacing, day in day 
Out, year in year out. Easy, rapid application with 
a hammer as the only tool; the hammer-linched, 
vise-like grip on the belt ends, preventing friction 
of the plies; the patented, sectional, steel rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— 
only Alligator Steel Belt Lacing combines these 
features which make it the choice of millions of 
belt users. Smooth on both sides. Easily separable. 
Reliable both on light and heavy 
duty drives. Eleven sizes. Made also 

in Monel Metal 
Order through your jobber. 
FLEXIBLE 

_ STEEL LACING CO. 
4616 Lexington Street, Chicago 


In England at 135 Finsbury Pavement, London, B.C 2 





JUNE 8, 1933 


Stock 


Pay | Profit with 


UALITY 
Product 5] 


LOOK FOR THE ‘ Gab’ ye om macil AGAINST SUBSTITUTION 


. 
spear hase ing | Oaivenion’ Before LIGHT 
Ww 14-16-18 Mesh 


in all grades 14-16 Mesh 


PREFERENCE —- aD whe autre 


and SERVICE which have established the name of “G & B” as a guaranty of dependability 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America's Oldest Woven Wire Factory -Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel ¥ Wire Cloth LJ all Meshes es and Gauges 

















Caldwell Sash Balances 
Shown In Catalog 


Together with diagrams of plans for 
their use in various types of installations. 
Specifications, installation directions, in- 
structions for estimating weights of Cald- 
well sash balances and balances for spe- 
cial applications are among the points 
covered by the catalog. Illustrations show 
marine window balances, car window, and 
cabinet balances. Caldwell vertical door 
holders, lever type door holders, sliding 
window screen springs, Empire door hold- 
ers and side ventilating locks are among 
the products illustrated and described. A 
net price list was recently issued. Cald- 
well Mfg. Co., Rochester, N. Y. 





Ruleta Fret or Scroll Saw Blades 


For wood, bone, celluloid, fibre, etc. 
Of particular interest to the jig-saw puzzle 
fan who makes his own puzzles. Made in 
sizes No. 000 to No. 14, five in. in length. 
Also made from highest quality Swedish 
steel with round backs to prevent bind- 
ing. Have filed teeth properly spaced to 
throw cut material. Oil hardened and 
tempered with uniform hardness through- 


Atala telat >> 





eer povverere 




















out. Wired in dozens, one gross to the 
box. Ranging in list price from $1.70 to 
$2.70 per gross. Jig or scroll saws for 
power and hand machines, pin end, are 
also offered. Oil hardened and tempered 
with filed and set teeth, cut to give best 
results while cutting under all speeds. 
One dozen in envelope—one gross in a 
box. No. 510-5-in., 10 teeth per in., list 
$3.80 per gross; No. 515-5-in., 15 teeth 
per in., list $3.80 per gross. The Ruleta 
Co., Inc., 91 Warren St., New York City. 


Carborundum Brand 
Lawn Mower Sharpener 


A simple, practical, efficient device 
which will sharpen the mower blades with- 
out removing wheels from machine nor 
reversing cog or making other similar me- 
chanical moves. Consists of a steel plate, 
cadmium plated to resist rust, to which 
is securely fixed by a process a sheet of 
fast, clean-cutting, keen-edge producing 
Aloxite brand cloth. Cloth is coated with 
hard, sharp grains of Aloxite brand 
aluminum oxide of proper grit for lawn 
mower sharpening. Sharpener comes in 
two sizes, 12-in. for blades from 12 in. to 
16 in. wide and 16-in. length to take care 
of mowers whose blades are 16 in. and 
wider. Each sharpener is 4%-in. wide. 
Top and bottom of metal plate is curved 
or hooked and curve fits over cross or sup- 
porting bar of mower. By operator’s 
standing on handle of mower, wheels are 
raised from ground and allowed to run 
free. Sharpener is then hooked to cross 
bar and held lightly in contact with 
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blades with either hand, user revolving 
one wheel of mower, causing revolving of 
blades. Blades, in revolving, come in con- 
tact with the cloth, and eight or ten revo- 
lutions are sufficient to give them a keen 
cutting edge. Sharpener may be reversed 
to equalize wear on sheet. Where sharp- 
ener is a trifle narrower than width of 
blades, a drop of oil placed on cross bar 
easily facilitates movement of sharpener 
back and forth across the bar so as to 
make proper contact the full width of the 
blades. By this method the two sizes will 
meet the conditions of all sizes of lawn 
mowers in ordinary use. Adaptable to 
any type of mower having an unobstructed 
cross bar. List prices, 12-in. or No. 41, 
50c., and 16-in. or No. 42, 65c. Packed 
in attractive individual cartons in stand- 
ard packages of one dozen in a carton. 
The Carborundum Co., Niagara Falls, 
M. 2. 


Lum-Ray Luminous Paint 


For use on metal, wood, cardboard, por- 
celain, celluloid, glass and transparent sur- 
faces. May be used indoors or out. The 
maker states that Lum-Ray contains cer- 
tain ingredients which absorb the violet 
rays from light, and which radiate this 
light when placed in the dark. Available 
in containers from one dram bottles, having 
a suggested retail price of 20c. to gallon 
size, listing at $45.00. One dram, two 
dram bottles and one-half bottles are avail- 
able on cards, 24 to a card, for resale 
through hardware trade. Gallon size for 
industrial trade only. Dealer discount 
33 1/3 per cent. Lum-Ray Mfg. Co., 1901 
Wyandotte St., Kansas City, Mo. 


Stanley Adjusting Screw Drivers 


Are of handy size, measuring four in. 
long. Particularly useful for auto me- 
chanics and car owners to adjust head- 
lights, tighten markers, change windshield 
wipers, etc. May be conveniently carried 








ADJUSTING 


SCREW DRIVER 
25C each 














STANLE TOOLS 
No. 222 














in coat or car pocket. Packed six in a 
box, three of them mounted on display 
card. Suggested retail selling price, 25c., 
dealer discount, 33 1/3 per cent. The 
Stanley Rule & Level Plant, New Britain, 
Conn. 


Dumore Electric 
Hedge Trimmer 


This trimmer has a properly insulated 
aluminum handle and motor case. It 
weighs 3% Ib. and has saw steel blades 
measuring 8% in. long, while the entire 
unit measures 18% in. overall. Equipped 
with three ft. of rubber-covered cord and 





plug. Necessary extension cords are 
available in 30-, 50- and 100-ft. lengths. 
Suggested retail selling price for unit 
with three ft. of cord, $19.50. Dealer dis- 
count 25 per cent. Extension cords fitted 
with reparable plug list; 30 ft. $2.00; 50 
ft., $3.25, and 100 ft., $6.00. The Dumore 
Co., Racine, Wis. 





Winchester Model 21 Skeet Double Barrel Shotgun 


A special type of the Winchester 
model 21, offered in tournament, trap or 
custom built grade, the custom built 
model being made only on special order. 
Has skeet stock without butt plate and 
with pistol grip, beavertail forend and 
single trigger. Has special boring with 


particular attention paid to pattern. The 
No. 1 choke fills up the outer ring of the 
pattern more than is done by the cylinder 
bore while the No. 2 choke has the same 
superiority over improved cylinder boring, 
at about five yards longer range than No. 
1 choke, says the maker. Choke borings 


have been named Winchester Skeet 
Choke No. 1, standard for right barrel 
and No. 2 for the left. With the selective 
single trigger, either barrel can be fired 
first, according to the targets to be taken. 
Frame and barrels have extra strength. 
Barrels are not brazed being mechanically 





interlocked. Special barrel stop is used to 
prevent damage at the hinge when “break- 
ing” gun, permitting rough handling with- 
out damage, says the maker. Exceptionally 
easy opening and closing. Circular matter 
available. Winchester Repeating Arms Co., 
New Haven, Conn. 
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full workmanship. 


—vwrite us direct. 


MELROSE PARK 
169 Duane Street 





Frarmers Like SOLAR Neverleak Milk Cans 


These widely known cans are steady, profitable 
sellers to farmers. Easy to wash and keep clean. 
SOLAR features:—Neverleak bottom; 
breast and cylinder seams; smooth, 

extra strong; heavy coat of tin to resist rust; 
made of dent-resisting steel; high finish and care- 


sanitary ; 


Recently, a 10-gallon SOLAR milk can was filled 
with water and dropped from a height of 30 feet 
to a concrete pavement without developing a leak. 
Liberal profit. If your jobber cannot supply you 


SOLAR-STURCES MFG. CO. _ neverieak Bottom 





welded 





Old Rolled Bottom 
Note open surfaces in bot- 
= roll ane a. be- 

een parts for moisture, 
ILLINOIS pane) Fe yy FH dirt and rust to collect. 


metal. Practically Insepar- 
New York, N. Y. Tht ior tite of can. 














@ 1000 DOZEN PER DAY! &@ 


This is our daily output of handles 
which are being shipped to various 
markets of the world and to all sections 
of the United States. Over forty years 
of fair dealing has made this possible. 


SALLEE BROTHERS 


Hickory Handle Manufacturers 


Pocahontas, Ark. 


4 “From treadmill to modern plant production” . 








POULTRY SUPPLIE 


Moe’s Automatic Co 
Waterer 


A perfect automatic valve which in- 
sures a constant uniform supply of 
fresh drinking water, without danger 
of overflowing. 


Can be connected to a water system 
or a tank or barrel. Reliable and 
positive in action under high or low 
pressure. All brass, nickel finish and 
retails for $1.00. 





One of many good sellers in Moe’s 

Big Line of Poultry Equipment. Write 

for Catalog and Prices. ea 
HOEFT & COMPANY, INC. 


2305 Davis St., North Chicago, Illinois 











=) STAINLESS 


ACID RESISTING 
A NEW 


ITEM ENAMELED WARE 


CREATED BY PUBLIC DEMAND 


Mr. Merchant: Buy to sell-—not to carry 
in stock. Give the public what it wants. 


WRITE FOR LIST OF ITEMS 
UNITED STATES STAMPING CO. 


QUALITY ENAMELED WARE MOUNDSVILLE, W. VA. 











Best Selling Lawn Dryer Made 


More than a million housewives never ors “Blue 
Monday”’—they use the HILL Champion Clothes Dryer 
and smile with satisfaction. 3 sizes to hold from 100 
to 150 ft. of best cotton line. Made with folding remov- 
able reel, also removable post. Strongly_constructed. 
Finished in attractive colors. The outstanding crete = 

















profit. Send for 
Booklet which shows 
complete line. 


HILL Clothes Dryer Co., Inc. 


Worcester Mass. 





New York Distributor 


Champion 
> H. Kornahrens, Inc. 








The Story of the 
“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely gra thoroughly read by live hardware men. 


..» HARDWARE AGE --- 








JUNE 8, 1933 











Slow Paying Customers Cause Greatest Credit Losses 


only one or two references are 
given, and the account declined— 
embarrassment might be caused to 
the firms given as references. 3— 
The information secured will be of 
little value as the applicant would 
usually not refer to a firm unless his 
record there was clear. 

I know of a local case where an 
applicant for credit gave a merchant 
two store references. The report of 
the credit bureau showed good rec- 
ords with these two stores, but three 
other stores were owed sums they 
were unable to collect. The appli- 
cation was, of course, declined and 
the applicant was requested to call 
at the credit bureau. When con- 
fronted with the facts, the debts were 
admitted, but the applicant admon- 
ished the bureau for asking other 
firms than those given on her credit 
application for information on her 
integrity. 


No Fixed Rule 


No fixed rule can be used in de- 
termining the credit responsibility of 
applicants, as each case must be de- 
cided on its individual merits and a 
decision made in accordance with 
the available facts. However, there 
are certain factors which are con- 
sidered essential in governing the ac- 
ceptance or refusal of the account. 
These essential factors are: status of 
living; position and income; finan- 
cial backing and capital, and paying 
habits with other firms. These facts 
are to be determined through relia- 
ble sources — preferably a credit 
bureau report, if a local credit bu- 
reau exists. Usually the deciding 
factor is the applicant’s paying 
habits with other stores. 

The applicant may have an excel- 
lent position; good income and rep- 
utation, but an unfavorable trade 
record, indicating a tendency to live 
beyond income, or an improper re- 
gard for pledges and obligations. A 
small line of credit may be extended 
on trade information alone if the ap- 
plicant is conducting his already es- 
tablished accounts in a satisfactory 
manner. In opening larger accounts, 
it is good practice to obtain infor- 
mation concerning antecedent and 
history, income and resources, and 
complete references checked to date. 
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Bank references are not deciding 
elements in opening accounts. Of 
course, if the applicant has an ac- 
count with the bank over a period 
of years; has been accommodated by 
his banker with loans, and has 
maintained a satisfactory balance, 
this fact would be given favorable 
consideration. But, a great many 
credit frauds have been perpetrated 
by means of a temporary bank ac- 
count. Personal references are not 
generally accepted, because the 
names usually given are those of 
friends, relatives or business asso- 
ciates, who would be reluctant to 
report unfavorably. Such_ refer- 
ences, however, may prove valuable 
in locating debtors who change 
their address without notification. 

In making our decision, it would 
therefore seem advisable to place 
our main reliance on a special credit 
bureau report. If this cannot be 
procured by the merchant, he will 
have to rely on the best information 
available from all other reliable 
sources. It is of prime importance 
to ascertain the accounts owing to 
other merchants and the paying 
habits of the applicant. 

Important data to obtain’ on 
credit applications includes: name, 
with correctly spelled surname, and 
wife’s name; address; former ad- 


dress; position, or source of in- 
come; holdings, and trade _refer- 
ences. At the time the application 


is taken it is very important that a 
definite understanding as to terms be 


effected. 
Five Questions 


Five questions that the credit 
granter should ask himself before 
opening an account are: 1—Can he 
pay? 2—Does he pay? 3-—Will he 
pay? 4—When will he pay? 5 

Can he be made to pay? Other facts 
which should also be considered in- 
clude: How many accounts has the 
applicant? What are the highest 
and average length accounts of 
credit? Do the accounts owing in- 
dicate any alarming or unusual con- 
dition? How. are bills paid? Do 
they eonform to your terms? Have 
accounts been active enough to pre- 
clude the possibility of a change 
in the applicant’s status? Are there 


any indications of excessive return 
of merchandise purchased, or of 
quibbling and other bad _ habits, 
which would tend to make the ac- 
count unprofitable? Have any ac- 
counts been closed? If so, for what 
reason ? 

If antecedents and history- are 
favorable. If resources and income 
are sufficient for the plane of liv- 
ing indicated by the applicant’s so- 
cial status. If trade conduct shows 
a proper regard for promises by 
meeting obligations as agreed upon. 
Then the applicant is entitled to a 
line of credit sufficient to properly 
maintain his or her position in life. 
Upon the acceptance of the ac- 
count, however, the applicant should 
be clearly informed as to the condi- 
tions and terms governing same. On 
the other hand, if the foregoing 
questions must be answered in the 
negative, the account should be de- 
clined. - 

In cases where the applicant has 
a record which does not make him 
acceptable as a charge customer, it 
is a generally accepted rule not to 
discuss this information with the ap- 
plicant. It is a good policy, if the 
store is served by a local credit 
bureau, to ask the applicant to 
visit the bureau’s office. This policy 
protects the merchant, avoids un- 
pleasantness with applicants, and 
eliminates misunderstandings among 
members contributing to the report. 
When the applicant visits the bu- 
reau, the interviewer there is entire- 
ly familiar with all of the circum- 
stances and has sole responsibility. 

It is then possible to discuss quite 
frankly an applicant’s unsatisfactory 
credit record. An opportunity is af- 
forded to show the applicant where 
he has erred, and to explain just 
what is expected of him in conduct- 
ing a charge account. In cases of 
dispute, or where explanations are 
offered, these are carefully investi- 
gated, and if found true, are so re- 
corded on the master card. Unless 
the case is an aggravated one, the 
applicant is shown just what is nec- 
essary to reestablish his credit 
standing and a great many people 
have materially benefited by such 
bureau interviews. 
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COPING, etc. ae 
Te fit all makes of ma- * ae 
chines and frames for enagaaapaas Peewee 
cutting wood, metals, 
paper, fibre, celluloid, tees Porre ota 
ete. 

MOURA centeeteenes " 
BLADES mmmmmmmecenccststecetsseencseeen 
are made Bo A past, a ~Y ont. Stee! with round backs for 


turning. excoedin: , HARDENED ANI 
TEMPeneD.. Made Py ‘al "ne popular r BY Send fer Literature 

erder by machine manufacturers’ stan oS Also coping saws 
ond frames. Special Saw Blades te specifications. 


THE RULETA CO. INC. 


e e $1 WARREN STREET, N. Y., U.S.A. e e 









Turn these Drips 


into Quick Profit and 
Good Will for Your Store 


Relieve property owners in your vicinity completely of the 
burden leaky faucets put on their backs. The PERFECTION 
stops leaks fast and sure. Entirely 
new principle—the washer doesn’t turn, 
so it seats better, lasts longer. 
Self-Starting Sales Display Easel 


makes quick 15c sales. Features 4 
sizes: %-in.; %-in.; %%-in.; %-in. 
Don’t delay your PERFECTION profits! 


Order from your jobber. Jobbers 
write for Discounts. 


DUCHARME PRODUCTS, INC. 
619 Western Reserve Bidg., Cleveland, 0. 


ASHERS 


Floating 











PERFECTION \Y/, 
Non-Friction 





CLANCY Galvanized 
HOSE CLAMPS 


Fast-Moving Profitable 
Spring Merchandise 
ow 














2) 


i, o 
SURE GRIP } 


TRADE. MARK REGISTERED 
US. PATENT OFFICE | 


Satisfied Customers 
= 


Repeat Business 
Cw 
ALL SIZES 
PROMPT SHIPMENT 


Ask Your Jobber 


J. R. CLANCY, Inc. 


Syracuse, New York 















Steel Brick and Mortar Hods 


- 


<" deep 2 Brick, 
sernise z ice deen 





ay"nie'e7" deep. 
Have been used i years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 

Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO 
B. 38th St. and Hamilton Ave. a. Ohie 

















COLUMBIAN 
is the ROPE that is 


flexible when wet... 
Sell your customers this 
Modern Rope. It rep- 
resents Value and Long 
Service. 


Columbian Rope Company 
Auburn, “The Cordage City”, N_Y. 


Branches: New York, Chicago, 
Boston, New Orleans 
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RUBBER TIPS 
ANDBUMPERS 


Everywhere in your community there are uses for 
these fast selling replacement items—on doors, desks, 
walls and furniture for the 
elimination of noise and the 
prevention of scratches. 


RUBBER HEADED NAILS 
SLOTTED SCREW TIPS 
RUBBER STEM TIPS 
CRUTCH AND CHAIR TIPS 


Send for Catalogue No. 50 


The ELASTIC TIP COMPANY 
BOSTON _370 ATLANTIC AVE. MASSACHUSETTS 











OFAIN TAPES— 
RULES and TOOLS 


Best quality prod- 
ucts for every meas- 
uring requirement. 





note ey mH [UEKI > i 
eae «SAGINAW, MICHIGAN 


106 Lafayette *st., New York City 


Stock DUTOX 


l INSECTICIDE 

















UTOX assures SAFE, EFFICIENT and ECO- 

NOMICAL control of beetles and leaf-eating in- 
sects. It provides positive protection for vegetables, 
tobacco, fruit, etc. Nationally advertised. Order from 
your Jobber—or write us. 


The Grasselli Chemical Company 


Incorporated : 
Cleveland Ohio 
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Made by a Firm with 93 years 


Of Chemical Expervence 











— Red Shield" — 
HIGH SPEED DRILLS 
se a 


THE STANDARD TOOL (0. 


CLEVELAND 
New York Chicago 























DIAMALLOY | 













The Diamalloy featherweight 
adjustable wrench is made 
from a special high grade 
alloy steel of remarkable 


LIGHTER strength. The wrench actu- 

STRONGER “~ Sones 1/3 thinner 
than the old pattern, yet is 

THINNER much stronger. It fits where 
BETTER other wrenches will not and 


withstands the severest 
strain. 
DIAMOND CALK 
HORSESHOE CO. 
4622 Grand Ave., Duluth, Minn. 


























For all 

Headed and 

Threaded Products 

... Standard and Special 


...send your inquiries to... 


uPS OWN NUT 4 Vir ot ee 


REPUBLIC STEEL CORPORATION 


CLEVELAND, “aR OHIO 









AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 

























Convention Calendar 


Week of June 4, 1933 


THE HARDWARE ASSOCIATION OF THE CAROLINAS Con- 
VENTION, Hotel Goldsboro, Goldsboro, N. C. June 6, 7 
and 8, 1933. Arthur R. Craig, secretary-treasurer, 803-5 
Commercial Bank Bldg., Charlotte, N. C. 


Mississippr RetaiL HARDWARE AND IMPLEMENT As- 
SOCIATION, 27th Convention, Robert E. Lee Hotel, Jackson, 
Miss., June 5, 6 and 7, 1933. Guy Nason, secretary- 
treasurer, Starkville, Miss. 


Week of June 11, 1933 


AMERICAN Ort Burner AssociATION 10TH ANNUAL 
SHOW AND CONVENTION, Hotel Stevens, Chicago, Ill. June 
12, 13, 14, 15, 16, 1933. Secretary’s office, 342 Madison 
Ave., New York, N. Y. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Francis Hotel, Monroe, La., June 12, 
13 and 14, 1933. J. C. Ritchie, secretary, Box 532, Rus- 


ton, La. 


Twenty-fourth Annual Congress National Retail Hard- 
ware Association, Knickerbocker Hotel, Chicago, IIl. 
Week of June 12, 1933. Herbert P. Sheets, managing di- 
rector, 915-935 Meyer-Kiser Bank Bldg., Indianapolis, 
Ind. 


Week of July 9, 1933 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociaTION, Convention and Exhibit, composed of Ala- 
bama, Florida, Georgia, and Tennessee. Atlanta, Ga. 
Ansley Hotel, July 11, 12 and 13, 1933. Walter Harlan, 
secretary, 1450 Piedmont Ave., N. E., Atlanta, Ga. 


Week of Sept. 17, 1933 


Thirty-second Annual Convention and Exhibition, Penn- 
sylvania and Atlantic Seaboard Hardware Association, 
Washington Auditorium, Washington, D. C. September 
18 to 23-inclusive, 1933. W. Glenn Pearce, managing di- 
rector, Wesley Bldg., 17th and Arch Sts., Philadelphia, Pa. 


Chain Sales of Private Brand Goods 
Reflect an Enormous Increase 


More than $750,000,000 worth of merchandise was 
marketed under their private labels in 1930 by 276 chain 
systems reporting to the Federal Trade Commission. In 
addition to the increase in dollar volume, there has 
also been some increase in the proportion of the sale 
of private brand merchandise to total sales by the re- 
porting chains in recent years. 


Only three chains definitely favored curtailing private 
brands, while 21 companies were inclined to favor their 
expansion, and 27 expected the ratio between the private 
and standard brands to remain the same. 


The Commission’s letter of submittal to the Senate, 
giving a summary of the report, is available free from 
the Federal Trade Commission, Washington, D. C. 
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They sell where shown 


Women like them be- 
Moore cause they can easily 
Alu minum woodwork or plaster 


be hammered into 
Push-Pins ~~ 
To Hang Up Things 6 for 1 0 cents 
Our small Counter Displays, holding twelve 
window-front packets, attract attention. Ask 
your Jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. PHILADELPHIA, PA. 


















FOLKS WANT 
NEW VALUES 
NEW APPLIANCES 


SEE this vast Exhibit of 
Housewares, Housefur- 
nishings, Electric and Gas 
Appliances, Home and 
Garden Equipment and 
Supplies, and Labor Sav- 
ing Devices . . . for 
Wholesale Buyers. By 
more than 200 of Amer- 
ica's Leading Manufac- 
turers, Importers and 
their Agents. 


KEEP UP TO DATE 
WITH THE NEWEST 
WARES. 


AMERICAN 
HOUSEWARES 


EXHIBIT 


HOTEL PENNSYLVANIA 
NEW YORK 






HOUSEWARES SALES LEAD 





DURING THE FALL & HOLIDAYS 





UNUSUAL vase 


20¢ PAINTERS JUMBO 
TUBES OF PURE 


OIL COLORS 


Best quality. Biggest value ever offered. 16 colors. 
Stunning, self-selling display. Over 60% profit. 


Also Complete Range of Col- 1 0° 


ors in tubes retailing at only 


Dealer’s Complete Assortment includes Jade Green 

Lacquered Metal Stock-Display Cabinet. Big profits. 

(Prices slightly fice West of the Mississippi and 
outh of Tennessee.) 





Sell Sheffield Show Card colors. Absolutely non- 
bleeding. Experts say they’re the best onthe market, 








Order from Your Jobber Now. 
Jobbers—write for discounts. 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 Kinsman Road, Cleveland, Ohio 





Sand’s New Patented 


KING-KRAFT Putty Knife 


Cleans thoroughly paint containers with offset 
edge. Speeds removal of old putty, paint and 
wall paper. Spreads putty rapidly. Offset 
protects hands. Cleans ink and food con- 
tainers. Quick, profitable, seller for many uses. 


Sand’s New Economy KING-KRAFT 
Patented Paring Knife 


Offset edge cleans entire contents of food con- 
tainers without injury to hands, also handy 
for chopping up meats, vegetables and fruits. 
Double edge. Stainless steel. Offset point 
removes potato eyes, apple spots, etc. Rounded 
edge for pie making. Your jobber will 
supply you. 


SAND’S LEVEL & TOOL CO. 
8629-37 Gratiot Ave. Detroit, Mich. 
Sand’s Levels Tell the Truth 
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LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 








WOOD BORING T00 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 








The Irwin Auger Bit Company 
Wilmington. Ohio : 


iG 
13 
eZ. 


aA TRADE MA 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jae) 5 an © @128 D 
SAMSON SPOT,PHOENIX a: i SACHEM brands 


each the standard of quality rticular use. 


"There IS a Difference in 
OTHER BRAIDED CORDS* COTTON TWIPES 


Send for catalogue, sampies ind selling nfor 
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“We Wouldn’t Think of Using Anything Else”’ 
Says Report Coming from Users of 


Rulbythuiid 


Soldering & Tinning Flux 


The old favorite for 25 years. It’s 
favored because of its superior 

eg fluxing qualities, non-corrosive fea- 
COMBINATION ie tures, and it’s free from objection- 


SOLDERING able fumes. It makes cleaner, 
= TINNINGS W) tighter and more lasting joints. 
FLUX nf Now available in 3 forms—liquid— 
o Paste—Core Solder. 
ania Es : Send for free samples. 
The Ruby Chemical Co. 


“cel 1) The Ruby Chemical Co. 


58 McDowell St. 
Columbus, Ohio 
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HOW FAST 
can he move 


on his HANDS 
and KNEES? 





COST OF DOING BUSINESS 


YOU CAN MAKE MORE MONEY WITH 


FLORENCE 


Oil Ranges : Ovens 


: Gas Ranges 


Heaters and Range Burners 
FLORENCE STOVE CO., GARDNER, MASS. 


ESTABLISHED 1872 


79 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply te “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum ef 50 words... . $3.00 
Each additional word.......+++++ 06 

All Capitals, Minimum of 50 words.. 4.00 
Each additional word............ 08 

Allow Seven Werds fer Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 
fmeh cccccccce. -coccccccccccs cObd 
Each additional ineh.............- 4.00 
Disceunts fer Classified Advertising 
4 insertions,10% eff,8 insertions, 15% eff. 
te the special rate, these discounts de 
apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every ether 
Thursday. Ferms p A. Nine Days previous 
te date of publication. 








Address yeur advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 








BUSINESS OPPORTUNITIES 





FOR SALE IN INDIANA—CLEAN STOCK, 
CONSISTING OF HARDWARE, NATION: 
ALLY ADVERTISED PAINTS, ELECTRIC 
REFRIGERATORS, RADIOS AND STOVES. 
INVOICE ABOUT _ $7,500. 1932 GROSS 
SALES $48,765. NORMAL TURNOVER 
$60,000. TOWN POPULATION 3000. LOW 
RENT, MODERN. A STORE THAT WILL 
PAY FOR ITSELF EACH YEAR. ADDRESS 
BOX B-150, C ARE OF HARDWARE AGE, 
NEW YORK CIT 


HARDW ARE 
ing Avenue in 
quickly. Very 
long established. 
Address Box 
New York City. 








STORE ‘FOR SAL E on lead 
New York City. Must be sold 
reasonable price. Store is very 

Has very fine class of trade. 
B-144, care of Harpware AcE, 


HARDW ARE STORE FOR SALE. on n leading 


street, Jamestown, N. Y. Stock and Fixtures In- 
ventory about $9,000. Low Rent. A real 
opoortunity. Owner has other interests. Ad- 
dress Box B-145, care of Harpware Ace, New 


York City. 





HARDWARE JOBBERS AND RETAILERS. 
We have a new patented novelty for the hard- 
ware trade. Address Paragon Company, Inc., 
144 Pine St., Providence, ¥. 


SALES REPRESENTATIVES WANTED 














SALES REPRESENTATIVES WANTED — IN 
EVERY STATE IN THE UNION who call on the 
tlardware A\utcinobile Accessory and Tire Jobbers 
ind Dealers Our line can be carried as a side or 


regular line Liberal commission paid and = good 
proposition to right parties In answering give full 
particulars as to experience and territery you cover 
ADDRESS—IMPROVED GAUGE MANUFACTUR- 
ING CO., 101-105 CANAL ST., SYRACUSE, N. Y. 














NATIONALLY KNOWN MANUFACTURER 
of popular-priced carpet sweepers requires addi 
tional sales representatives in various territories 
throughout the country. Must be acquainted with 
buyers in department store and wholesale hard- 
ware trades. Liberal Commission basis. Give 
full references and particulars in first letter. Ad 





dress Box B-153, care of HArpware Ace, New 
York City. 
WANTI D REPRESENTATIVES IN TER 


RITORIES of Boston, New York and Philadel 
phia to sell bulk seed on commission basis. Do 


not reply unless now connected with hardware 
jobber or acquainted with hardware trade. Will 
consider full time position to capable men. <Ad- 
dress Box B-146, care of HArpware Ace, New 
York City. 


ROPE SALESMEN WANTED—MANILA 
ROPE sideline; long-established trade New Jersey, 
New York State; 5% commission. Write fully 
iving references. Address Box B-39, care of 
Tarpware Acr, New York City. 


WISH TO CONTACT HARDWARE SALES- 
MAN for a new item. Little Giant Co., No. 8 
E. 66 Street, Kansas City, Mo. 


SALES ACCOUNTS WANTED 


WELL-ESTABLISHED MANUFACTURER'S 
REPRESENTATIVE calling on wholesale trade 
in Missouri, Kansas and Nebraska needs addi- 
tional lines Prefer items in cutlery, sporting 
goods or household departments. Only quality 
lines handled and references will be furnished 
from present connections. Will work your line 
intensively. Address Box  B-151, care of 
Harpware Acer, New York City. 
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SALES ACCOUNTS WANTED 


POSITIONS WANTED 








WANTED FOR WISCONSIN, 
ILLINOIS, INDIANA AND 
MICHIGAN by aggressive sales 
organization specialty lines for re- 
tail, wholesale hardware and de- 
partment store trade. A 1 Credit; 
warehousing facilities; will carry 
accounts and do billing when nec- 
essary. Unquestionable reference. 


Address Box 7504-A 


HARDWARE AGE 
802 Otis Bldg., Chicago, IIl. 

















FACTORY REPRESENTATIVE WELL 
AND FAVORABLY KNOWN to the hardware 
jobbing trade in New York Metropolitan District 
can give efficient representation to one more line 
of hardware specialties. Can offer quick and 
sound distribution for product of merit. Address 
Box B-148, care of Harpware Ace, New York 
City. 


EXPERLENCED SALESMAN. 
York State regularly, desires 
of Metropolitan New York. 
er’s and general hardware. 
L> Mt. Vision, New York. 





Traveled New 
account exclusive 
Understands _build- 
Address P. O. Box 











HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSCCIATED PLACEMENT BUREAU 

152 West 42nd _ Street 

New York City 
SALESMEN—Live wire, thor- 
with retail dealer following 
Westchester, Nassau, Suffolk, 

Must own automobile, and 





HARDWARE 
oughly experienced 
in New York City, 
wanted by a jobber. 


have previously sold hardware. Advise experi- 
ence, past employers, territory and following in 
detail. All replies will be kept strictly confi- 


dential. Address Box B-143, care of HARDWARE 
Acer. New York City. 


ESTABLISHED M ETROPOLITAN JOBBER 





carrying a general line of hardware requires the 
services of an expe rienced salesman to cover 
Nassau and Suffolk counties on Long Island. 
Address Box RB-154, care of Harpware Ace, New 


York City. 








______ POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only “employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. We charge you nothing for this 
service 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City Wlsconsin 7-1802—-1803 








AN OPPORTUNITY FOR A MANUFAC- 
TURER to obtain a general sales manager having 
15 years’ experience and wide acquaintance 
through field work in the hardware, mill supply, 
auto accessory, industrial and public utility fields, 
with a successful record of results in national 
and all foreign markets. College education, 
speaks several languages. Well versed in or- 
ganization and operation of branch offices and 
warehouses with sales direct to user and through 
all distribution channels. Professionally, has 
made sales and marketing studies for several 
large and nationally-known companies. Is open 
for new engagement. An interview may prove 
to our mutual benefit. Address Box B-140, care 
of Harpware AcE, New York City. 





SOUTHERN HARDWARE MAN, for last 
two years assistant manager mail-order chain 
store, familiar with their strength and weaknesses, 


desires field where twelve years’ selling and 
executive experience can be used. Married, age 
thirty-three, college graduate, Christian. Have 


thorough knowledge of hardware, paints, sporting 
goods. At present employed where ability has no 
scope, reason for seeking change. Full details. 
Address Box B-152, care of HARDWARE AGE, 
New York City. 

SALESMAN—HARDWARE, ELECTRICAL 
SPECIALTIES. Have traveled in Missouri, 
Illinois, Indiana, Kentucky, Tennessee, Texas, 
Arkansas, oe and Kansas calling on hard- 
ware, mill supply and electrical wholesalers, 
municipal plants, dealers and industrials past five 
years. Want permanent connection with manu- 
facturer selling same trade. Own car. Age 37. 
Address Box B-136, care of Harpware Ace, New 
York City. 


RARE OPPORTUNITY FOR MANUFAC- 
TURERS. College man, speaking several lan- 
guages, who has travelled alt over the civilized 
world, excellent salesman with highest references 
from prominent hardware and tool manufacturers. 
will travel from Coast to Coast visiting small 
or large towns selling, collecting, advertising. 
doing missionary work if only small part travel- 
ing expenses are advanced. Address Box B-139 
care of Harpware AGE, New York City. 











DESIRE PERMANENT POSITION WITH 
HARDWARE JOBBER OR MANUFACTURER. 
Formerly employed seven years by a large New 
York State jobber also two years by a nationally- 
known manufacturer. Well acquainted with both 


dealers and jobbers in Northern, Western and 
Central New York State. Age 33 years, mar- 
ried. Excellent references. Address Box B-149, 


care of HarnwAre AGE, New York City. 





SALESMAN DESIRES POSITION SELL- 
ING TO Illinois retail hardware and department 
store trade. Cover state thoroughly except Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation of being an able salesman. 
Address Box B-116, care of Harpware Acz, New 
York City. 





ENERGETIC SALESMAN OF PROVEN 
ABILITY is desirous of making a connection 
with a manufacturer of any product that has 
market today. Will not expect any advance or 


drawing. What is your proposition? Address 
Box B-137, care of Harpware Ace, New York 
City. 


HARDWARE CLERK- tain experienced 
in retail hardware, housefurnishings and paints. 
Christian, 35 vears of age. single. Handy at re- 
pairs, ete. Chauffeur’s license. Desires steady 
position in New York and vicinity. Address Box 
B-102, care of Harpware AcE, New York City. 


HARDWARE AGE 
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HARDWARE — ELECTRICAL SPECIAL- 
TIES. Traveled fifteen middle western states, 
Denver, Colorado to Duluth, Minnesota, for five 
years calling on hardware and electrical jobbers, 
department stores, public utilities; firm failed, 
desire similar position with reliable manufacturer, 
am well known with the trade in this territory. 
Address Box 7500-A, HArpware AGE, 802 Otis 
Bldg., Chicago, Il. 








SALESMAN—TWE NTY YEARS’ EXPERI- 
ENCE calling on hardware jobbers and retailers 
in Southeastern States, would like to make a 
connection with some reliable manufacturer where 
there is a future. Can furnish best of reference 
as to character and sales ability. Address Box 
B-133, care of HArpware Ace, New York City. 





HARDWARE CLERK, MIDDLE - AGED, 
MARRIED, have 18 years’ experience in Brook- 
lyn hardware stores. Can furnish best of refer- 
ences and am familiar with all departments. Will 
go anywhere in city. Willing to start on small 
salary. Address Box B-126, care of HArpware 
Ace. New York City. 





YOUNG MAN—THOROUGHLY EXPERI- 
ENCED CLERK and salesman in hardware and 
allied lines wants connection with future. Capa- 
ble, willing, educated, pleasing appearance. Age 
23, married. Consider any reasonable offer, any- 
where. Further information as to character and 
reference gladly furnished upon request. Ad- 
dress Mr. Spondrey, 2845 Hubbard St., Brooklyn, 
New York. 

HARDWARE MAN, forty-two years old, 
single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Ace, New 
York City. 





SALES OR GENERAL EXECUTIVE with 
unbroken record of real achievements, now avail- 
able. Background of university, actual selling of 
steel and hardware products, successful sales 
managem and well-rounded ability to do things 
and do them well. At present seeking permanent 
connection with well-established industry requiring 
new methods, vision and sound judgment. Ad 
dress Box B-131, care of Harpware Ace, New 
York City. 

HARDWARE MAN, thirty-nine years oid, 
single, sober and industrious, twelve years’ ex- 
perience in retail hardware, desires a steady posi- 
tion with reliable retail store as manager or sales- 
man. Handy at repairs, etc. Can furnish satis- 
factory references. Can go anywhere in Iowa or 
Illinois. Available immediately. Address Frank 
Petges, Libertyville. Illinois. 








SALESMAN, UNEMPLOYED, WANTS A 
JOB. Will cover all of Long Island territory 
on a very small salary plus commission. Has 
own car and knows the Island and merchants 
well. Will work hard and conscientiously. 
dress Box B-135, care of Harpware Acre, New 
York City. 





SALESMAN WITH FIFTEEN YEARS’ 
SUCCESSFUL EXPERIENCE in calling on the 
jobbing hardware trade of the South, and refers 
to hundreds of his old customers, is seeking em- 
ployment. Speaks —— and has sold goods in 
Latin America. G. Jeffords, Box B-128, care 
of Harpware AGE, yt York City. 








draw 


such window 





Do you realize that no one factor will 
people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 
displays—its representatives 
are always on the lookout for new ideas. 


HARDWARE ACE, 


Good Window Displays«««««««« «ee «eau 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 


sales force. 


trade. 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 


239 West 39th Street, 


New York City 
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Yamade 


“‘METAL-GRIP”’ 


Lawn Rake 


MADE In 
AMERICA 


(Only the bamboo teeth, 
improcurable here, are 
imported.) 


This latest improved BAMBOO rake 
has an arched ‘‘Metal-Grip’’ which keeps 
every tooth ON THE GROUND when rake 


gle. 
causes each tooth to ry ITS SHARE of the 
a at the user derives the use of the entire 
the rake without exerting pressure. 

SP RAL a links teeth together without restrictin 
flexibility and prevents breakage. Will not injure on 
é lawn. Distinetive appearance. 3 fast selling sizes: 

24” and 30”. Liberal profit. Send for folder ‘aa 
trade-prices. 
Demand “Metal-Crip” Rakes from your Jobber. 
Jobbers Write Us. 
Western Sales Representatives Wanted. 


GEO. W. McGUIRE IMPORTING CO. 


Manufacturers 
BEECHHURST (Whitestone P. 0.) LONG ISLAND 


















Universally Known and Used 


Probably no screw wrench is better known 
or more widely used than the old reliable 
COES. When a customer asks for a “Gen- 
eral purpose wrench” most dealers hand 
over the 


COES Knife-Handle WRENCH 


because they can offer nothing stronger or 

better for the average wrench jobs in shop 

or home. Seven popular sizes—6” to 21”. 

All good profitable sellers. Keep supplied. 
Ask your Jobber. 


rere =e BEMIS & CALL CO. 
5 ® Springfield Mass. 























Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 





Write for illustrated catalogue 


Bommer Spring Hinge Co., Brooklyn, N. Y. 








IVES Patent Ventilating Lock 





Showing Window Showing Window 
"Closed. Open. 


Manufacturers of 
“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











YOUR REPUTATION- 










—really depends upon the class of merchan- 
dise you handle. There is no finer “reputa- 
tion builder” in the hardware line than 
CLARK Bolts, Nuts, and Screws. 

It will pay you to stock them. Write 


for our new catalog——it’s attractive 
and helpful. 


Clark Bros. Bolt Co. 


Bemiss Street 
Milldale, Conn. 















Most imitated nozzle on 
the market —that’s the 
Boston Nozzle. Never 
equalled in quality. 

Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
tons in full color 
’@@ lithographed dis- 
play packages. 


THE 
BOSTON 
SSeS 


BOSTON NOZLELI 


fr. 3) 
% | 
- 








Best sellers for 


22 years. Na- 
ayes snes 73 | tionally known. 


_. &ross sets: ” no Me 1%” 
1 doz. each it. New 114” 


DOMES 
OF 
SILENCE 


Insist on the 






Refills — Packed 
48 sets of a size 





° in a 

Genuine — 4! carton; 1%" and 

a se n 

tag on. a Ycartont alsa 
1ae u packing 

weg Fenn i” one arin a 

5 te 1%” and 

Ask Your “500 sets in 

Jobber b carton, 


We protect the 


Hardware Job- RETAIL Prices, PER, SET—4 PIECES 


b d_inde- 

pendent aber: “ar = ’ ine Yo", %” ) 
oneng : 35 PEARL ST. 

Domes of Pg Inc., = 


NEW YORK CITY 
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y BRUSH-NU COMPANY ,. 


BALTIMORE MARYLAND 











HARDWARE AGE 








































View of Razor 
Opened 





TRADE MARK 


LADES / 
—_ es LEDGE.) 


' o£ MITCROMATIC 





MICROMATIC 


TRACE MARK 


“BLADES . 


MADE IN USA 
“ : 





GEM MICROM 4;, 


DouBLEDG® 


GEM SINGLEDGE BLADES 

fit ALL Gem Razors—old or new 
GEM DOUBLEDGE BLADES 

fit Gem Micromatic Razors only 





© A.S.R.C, 1933 


JUNE 8, 1933 





Stropped to the limit 


4340 separate times 


That's why Gem _ Micromatic 
Blades are such smooth workers. 
Only surgical steel can take and 
hold such an edge. And that’s 
why Gems use surgical steel ex- 


clusively. 


Every time you switch a customer 
to an inferior substitute, you take 
less profit and make more trade 
for dealers in genuine Gems. 


AMERICAN SAFETY RAZOR CORPORATION 
Brooklyn, New York 


GEM 


MITCRIMATIC 


Razors and Blades 
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POCKET KNIFE 
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No. DE1954 RAZOR 





> . ~=\8 
is“ae? 
SAINT LOUIS, U.S.A. 


No. DE RAZOR BLADE 


“DIAMOND EDGE I1S_A QUALITY PLEDGE” 











Shapleigh National Series No. 1806 











